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You offer 
$27 savings 


to every customer who buys 


a 56-piece service for 8! 
Usually $97.50 + Sale price $69.95 
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Here’s a real traffic-getter for August and September . . . once: 
a-lifetime savings on every pattern in the Holmes and Edwards litt: 
Full-color ads in LIFE and McCALL’s will shout the news next mot! 
... and the customer crush will be on! Start stocking now . .. al) 
patterns in the richest blond and mahogany finish chests ever offer 
Tie-in with LIFE and McCALL’s through local ads aimed straight 
your regular customers. Pull in “window shoppers” by pushing tht! 
values right out front! Put every Holmes and Edwards sales aid’ 
work. Write, phone, or wire if you haven’t placed your order. 





Big beautiful $25 value drawer chest, mahogany or blond finish, 
at an amazing low price ... big advertising allowance. 


Holmes & Edwards 
Sterling Inlaid Silverplat 


Made only by The International Silver Company, Meriden, Connecti 
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Specialists 


Right in the heart of the European diamond market we have our own offices constantly 


combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET * CHICAGO 2. ILLINOIS * PHONE: ANDOVER 3-7447 
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THE COVER 


What has a three-seated tandem 
bicycle to do with the retail jeweler? 
A symbol that's all. A symbol that 
a jeweler in cooperation with other 
jewelers—headed in the same direc- 
tion with a common objective—can 
get there faster and with less effort 
than he can alone. See page 54. 
(Cover photo by Max Richter.) 
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the NEW Hdmitton 


NEW Exciting Packaging! 


NEW Product Styling! 


NEW Product Features! NEW Profitable Promotions! 


GET COMPLETE DETAILS AT THE 


A.N.R.J.A. CONVENTION 


NATIONAL JEWELRY FAIR e@ 
August 14-18, New York 


July 24-28, Chicago 


OR FROM YOUR HAMILTON REPRESENTATIVE 
Hamilton Watch Company, Lancaster, Penna. 
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The best way to show our appreciation 
for the fine cooperation we have enjoyed from 


our friends in the jewelry field is this: 


>» By providing you with products that are 


pre-sold for prestige and popularity... 
» By giving you a brilliantly new and exciting line of Ronson lighters... 


By supporting your Ronson Lighter and Shaver sales 
; PI £ y § 


with powerful advertising and merchandising. 


And that’s just what is doing! 


Come see us in Chicago at the 
National Jewelry Fair, July 24-28 
at Booth Nos. 125-126-127 
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WEDD. 45/47078 
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AN UNLIMITED LINE, 
IN UNLIMITED DESIGN 


Here, in all its inimitable perfection, is the bril- 
liance of the Karlan & Bleicher technique. A deft 
and masterful touch that has created a series of 
DIE-STRUCK Cluster designs, in a wealth of patterns, 
that are without compare in all the ring industry. Your 






905 /4762 (7-.05) 


| 9072/922 (1-.04) 
(10-.011/, to .02 pt.) 


(6-.03) 






rings reflect a big, glittering, single-stone appear- 
ance when you set your diamonds in these magic- 
like Original K&B Cluster creations.: And, always 
keep in mind, that these easy-to-set, Die- 
Struck Clusters are sure-fire, profit- 


< y yy wi!" 


making Ring Promotions any 
time of the year. 


ee 


No. 180 m/m size 
From 6 m/m to 8 m/m 









9046/913 
(19-.02} 





5342 (1-.02 to 0215) 
(14-.01 to 011) 


SIZES: 5, 6,7,8 m/m 
In .10, 15, .25, .35 pt. centers 
with 150’s, .01, .011/, melee. 









172/931 /47079 (7-.04) 














Nite Today About K&B’s 
lew FREE MAT SERVICE! 


1ELEADING RING FINDING MANUFACTURERS 


For Quality Ladies’ and Gents’ Stone Rings — it’s 
( FALCON STONE RING MANUFACTURING CO., INC. 


A DIVISION OF KARLAN AND BLEICHER 


Creators and Designers of “Perfect Ring Findings” OFFICES IN CHICAGO AND LOS ANGELES 
36 WEST S2nn STREET * NEW YORK 19 















How to attract women 


THE Way to attract women is, of course, 
to give them what they want. And what 
women have always wanted in a watch is 
the tiniest size imaginable. 


Trouble is, tiny watches have been a 
high-priced luxury. So while sales of 
women’s watches have been good, they 
could be tremendous—if tiny watches had 
tiny prices! And now they have! For Elgin, 
and only Elgin, now brings you the new 


“Petites” —the tiniest watches in the world 
at such tiny prices! 

Brilliantly styled, completely feminine, 
Elgin ‘‘Petites”’ are yours to sell at prices 
temptingly low—from just $33.75. 

You can attract and sell more women 
with new 
‘Petite’ Watches, exclusively from Elgin! 


Every Elgin has the heart that never breaks, 
the guaranteed DuraPower Mainspring. 





than you ever thought possible 





See us at National Jewelry Fair, Conrad Hilton, Chicago, July 24-28 ... Skyway Suites, 2320-2325 


For what’s new in the watch business, watch - | ( | N 
: ; Elgin National Watch Company « Elgin, Illinois 
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Stone Plates, Bezels & Boxes, 





Gallery, Earring Findings, Alphabets & Numerals, 


Fraternal Emblems, Seamless Hollow Beads. 
Sheet & Wire 3S 


Stone Gauges, Plating Solutions, Solders. 





Seamless Tubing. 


Refining Scrap & Sweeps. 











113 ASTOR STREET, NEWARK 5, NEW JERSEY « NEW YORK e SAN FRANCISCO e CHICAGO e LOS ANGELES 
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Gold Filled Chain Deserves 
More SELLING. 


Not many decades ago a king couldn’t buy chain 


as fine or as perfect as most of the Gold Filled chain 
supplied with jewelry sold today. Jewelry chain is 
an engineering marvel and General Plate has geared 
its research to meet the exacting demands of the 
chain manufacturers. 


Modern jewelry chain is worth SELLING, and 


smart retailers can enhance their prestige with the 
public by pointing out the tremendous value in Gold 
Filled chain with its hardened surface ready to give 


years of personal service “next to the skin”. 


METALS & CONTROLS CORPORATION 
GENERAL PLATE DIVISION 


Offices: Attleboro * New York 
Chicago ° Los Angeles and 
Mansfield, Ohio. 


Look for this mark 
or the initials G.F. 
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Big news! Arrow, supplier to America’s top jewelry manufacturers, 
presents packaging for jeweler’s unboxed merchandise! 


Select from metal and plastic boxes . . . velvets and leatherettes ... 
in a tremendous selection of sizes, shapes and colors. They make 
incidental jewelry look magnificent . . . and invite customers to step 
up and buy. 


Best of all, Arrow’s mass production economies mean greater value for you. 


Discover what America’s “big league” jewelry manufacturers know: 
| 
Jewelry in an Arrow box sells much faster! 


FOR YOUR LOCAL JOBBER’S NAME WRITE TO... 





MANUFACTURING COMPANY, INC. 
567 Fifty-Second Street, West New York, New Jersey 


Canadian Factory ...91 Brandon Avenue, Toronto 


Since 1914: Snerialists in the Nesian and Pradiuetian af Metal and Plastic Raves 











a 


new 


dimension 


im waterproof* 
watch design 





‘DISCUS’ FLAT LOOK? 


This is the New Look in waterproof* watches 
that dates all others...the style feature of the 
thinnest, the flattest...the sales feature 
that brings you hero-size profits because 
the value is so overwhelmingly there! 

Priced unexpectedly low for easy, fast selling. 


\\ 
arise? 


\\t 


(a) SEA BLADE 17 jewels, 
Incabloc, waterproof*, shock resistant, 


chromium top, stainless steel back, 5 
unbreakable mainspring 3350 [ 


(b) SEA LINE 17 jewels, 
Incabloc, waterproof*, shock resistant, 
chromium top, stainless steel back, 
unbreakable mainspring, 
sweep second hand 750 


(c) SEA LINE (stainless steel case) — 
17 jewels, Incabloc, waterproof*, 


shock:resistant, 3 9 95 


unbreakable mainspring 


Jerr” 
Pere, 


Send for sample watches today: 


CROTON 
NIVADA GRENCHEN 


404 Fourth Ave., New York 16, N.Y. 








*as long as crystal is intact, case unopened. 























Your new PREVIEW 


... another complete advertising and merchandising 
campaign from The Watchmakers of Switzerland 


What are your sales opportunities for the next twelve months? 
What's new from The Watchmakers of Switzerland? What special 
promotions are soon coming your way? How can you increase cus- 


tomer traflic and earn extra profits? 


se 


You'll find the answers in PREVIEW-—the 16-page brochure that’s 


packed with ideas and information for you—The Quality Jeweler. 


ae ere 


The main feature of PREVIEW is the new advertising campaign, 
including nine pages of full-color ads. ‘These ads tell the story of 
today’s most wanted jeweled-lever watches—the Swiss-made special 
features such as self-winding watches, sports and fashion watches 
that you stock in your store. What’s more, each ad will appear in 


America’s newest and most dynamic sales medium—The Reader's 


; Digest — reaching a monthly audience of potential watch buyers 
' totaling 30,000,000 people! } 


Another highlight of PREVIEW is an index of merchandising pro- 
motions, technical material and sales tools that The Watchmakers 
of Switzerland will offer during the year. There’s complete informa- 
tion on how you can take advantage of these special sales and 


service aids to boost customer traflic and profits! 


PREVIEW is, indeed, a valuable reference booklet you'll want to 


keep handy for year-round use! 


Your free copy of PREVIEW will be in the mail 
later this month. If a copy does not arrive by 
the end of July, please let us know. Write: c/o 
Suite 1105, 730 Fifth Avenue, New York 19, N.Y. 


6 a 


Ss, 





The WATCHMAKERS OF SWITZERLAND 


poe Sy, 


12 THE JEWELERS’ CIRCULAR-KEYSTONE 












-JUST PUBLISHED! 








“For the gifts you'll give with pride, 
let your jeweler be your guide” 


This familiar slogan again appears in all the ads that comprise your new 
advertising campaign. It’s the honest statement that assures customers of the quality 
and craftsmanship found in your store. And it points up the spirit of friendly cooperation that 
exists between the Watchmakers of Switzerland and the Quality Jewelers of America. 
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. Streamlined, Genu- 
ine Leather case in pig grain fin- 
ish...Tan, Brown, Maroon, Blue 
and Green. Also Brown Alliga- 
tor finish, luminous figures and 
hands. Size: 332” x 3%” x 1%”, 
to retail at $6.95 plus tax. 
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PHINNEY “WALKER 
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Here is fabulous value and astounding accuracy from the leaders in travel 
alarm clocks... Phinney-Walker. For the first time offering an exclusive, 
improved, precision movement, electronically tested and timed for accuracy, 
developed by our own master craftsmen. Again, we feature one key that 
winds both time and alarm... and a price that will make both clocks 
a hit, everytime... everywhere! 


Consult Your Wholesaler 


pe awakened vy these 


sensational traveling alarm clocks... 


e Rei. 
P~, 9 % 


40th ANNIVERSARY MODELS 


reach of everyone! 


to retail at 





...exceptionally low-priced to 
bring accurate time within the 








$ 95 


plus tax 





Slightly Higher On West Coast 


PW275S..Gilt trimmed cc 
covered with fabulous, duratt 

. Genuine Texol . . . in Tot 
Maroon, Brown Alligator, Ble 
and Green, luminous figures a 
hands. Size: 334”, x 398” x 1%, 
to retail at $6.95 plus tax. 













semca clock co., inc. Manufacturers of Phinney-Walker Clocks Since 1915 


30 Irving Place, New York 3, N. Y. 
CANADIAN OFFICE: Semca Clock & Watch Company of Canada, Ltd., 






103 Richmond Street East, Toronto 1, Canada 











See SEMCA and PHINNEY-WALKER clocks at the NAJC Convention in Chicago—July 24-28, Booth “A’-65, Conrad Hiltor 
Hotel. Also at the ANRJA Convention in New York—Aug. 14-18, Spaces E-17—E-18 Empire Room, Lobby, Waldorf-Astoria 
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— PLATINUM- ae 





SERIES 800 


| Write for Free Illustrations 
of Various Styles 





| GHA, ¢ é 
\ SERIES 440 , SERIES 570 





‘Accurae V 


REFINERS & SMELTERS . _ JEWELERS 
FOR HALF A CENTURY PALLADIUM 


_ Send us your Sweeps, Filings and Scrap 


Phone JUDSON 2-3095 °® New York 19, N.Y. 


FOR JULY, 1955 
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For bigger sales, feature all three in your advertising 
and store displays, (1) the name of your store, (2) 
the name of a famous. brand advertised in LIFE, 
(3) material that shows the product is advertised 
in LIFE. Used together, they represent the most 
powerful sales combination in history. 





MORE PEOPLE READ LIFE EVERY WEEK THAN ANY OTHER MAGAZINE. 
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R330 $10.35 
Sterling, hand- 
engraved cross 
and center, cuptal 
beads, available 
R378 .... $9.75 *% 


- in asst. colors. 
Sterling, hand- 


engraved cross 9 ; 
and center, full 
tin cut beads. Av- 
ailable in G.F. 
$15.00. 


RS00 

All sterling ro- 
sary. plain sterl- » 
ing beads. Avail- 


able in 10 Kt. 
R20 $7.75 


Sterling rosary. 
hand-engraved 
cross and center, 
diamond shaped 

RSG corrugated _ sterl- 
Sterling. hand- . ing beads. Avail- 
engraved cross > A able in 10 KT. 
and center, as- 4, $75.00. 

sorted colors, fire 

polished beads. 


R372 $6.75 
Sterling rosary, 
hand-engraved 
cross and center, 
moonstone beads, 
available in asst. 
colors. 


1142 $2.90 

Sterling, St. Chris- 

topher, hand-en- 

graved. 
R300 ............ $6.60 
Sterling rosary, 
hand-engraved 
cross and center, 
cuptal beads, av- 
ailable in asst. 
colors and in G.F. 





NEW HEART SCREW EAR WIRE 
in Sterling and 120 12-K G. F. 








FINDINGS—— 


SOLD TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO. INC. Providence 2, R. I. 
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A STEP IN THE RIGHT DIRECTION 


In the retail jewelry business, as in other fields, there are people who 


; attempt to take two opposite directions at the same time. 


For example... the retailers who resent unfair price competition, 


and simultaneously, ask their wholesalers for special discounts. 





Isn't this the road to nowhere? Successful jewelers take a different 


tack entirely. They realize the strength of their unique position as 





specialists in fine quality jewelry. They capitalize on the tremendous 
advantages of reputation, long years of experience and personalized 


: 2 service ... assets that cannot be duplicated by so-called competition. 





It makes sense to concentrate on the positive values of your busi- 
ness. A line like Forstner helps you do it. Forstner fine quality jewelry 
is sold exclusively through a hand-picked group of wholesalers. The 
Forstner policy of selected distribution is a step in the right direction. 


It can lead you to the richest rewards in today’s market! 


A List of Authorized 
Wholesalers Available on Request 


Jovednet, 


JEWELRY'S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION « IRVINGTON 1], NEW JERSEY 
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GRUEN...the 
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hewest look in time! 


N. J. A. members! When in Chicago, be sure to visit 
-us at the National Jewelry Fair, Conrad Hilton Hotel, 
suites 2305-A, and 2306-A, July 24th-28th. 


And while you’re here, drop up and see Gruen’s new 
Chicago offices at: Pittsfield Building, 55 East Wash- 
ington St. Chicago, Illinois. 





Gruen ...The Precision Watch® The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio 
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A NEW 


a Sales stimulant 
that satisfies individual needs 
... under Orange Blossom 


sponsorship 


*Traub unconditionally stands behind this plan, as set forth in 
complete detail in the Traub-Dealer Participating Certificate. 


J, Cibswm presents... 
YL p 










CONCEPT INB 


th 


how tt works: mM 


1. Orange Blossom will now extend a full Sh) Or 
merchandising and advertising allowane | ‘at 
on net paid sales to each dealet. | rec: 


2. The dealer can apply this to local advertising 4 9!" 


in recognized media, andj} ‘as 


3. The dealer can apply it to displays, cardi, 


books or other sales aids previously offered | ‘P° 
at cost by Orange Blossom, and/aq 4: 


4. The dealer can apply it to additional n 
Orange Blossom merchandise at net prices. 





Orange Blossom will not dictate th 

use of this allowance other§ Jet 

than request its devotion to the mutualy of ; 
interest of promoting the Orange Blossom line. 
No package plans are “‘tied”’ to the offer: 
Here is your opportunity to convert purchases 
on an Orange Blossom franchise into 
additional sales and profils. 
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the most effective local advertising and 


merchanatsing participation plan ever offered 


Orange Blossom—the industry’s oldest 
nationally advertised ring line—the 
recognized name for consistently high 
quality and pride of craftsmanship— 

has taken aggressive action to give you, 
the dealer, the type of local merchandising 
sponsorship you want. No other 
manufacturer in the industry offers 

a program so generous in either percentage 
allowances or in scope of activity. 

This new program reduces your burden 
yet provides for an unusual amount 

of freedom in selecting media and methods 









most suitable to your needs. There 






may be a franchise open in your area; 






ENGAGEMENT AND WEDDING RINGS 





4 note to us will bring you full particulars. 
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GRAW AVENUE DETROIT _& MICHIGAN 








HAND CARVED 


ACL 
LAs 


MATCHED WEDDING RING SETS 


for everlasting loveliness 


The touch of beauty that separates Barel Bridals 
from ordinary wedding rings begins on the 
drawing board of designer Fred Barel, inter- 
nationally renowned for his unique creativeness. 
From there to craftsmen who interpret and carve 
these designs carefully and painstakingly by 
hand. Thence to a mirror-finish polish that pre- 
serves and accentuates all the beauty and 
originality that is truly the Barel Bridal. 


Ask to see our full line of BAREL BRIDAL Matched 
Wedding Rings... the first choice of people who 
Sold directly to the Retailer desire beauty and quality above all else. 


by the Manufacturer The Barel Trademark 63 is stamped in the 
shank of every ring, assuring you of ’a Genuine 


Mats available free upon request Hand Carved Original: 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY, INC. . 27 nossou street + New York 38 
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LERS...WATCHMAKERS...S 















(OR $1000 IN CASH) 





Simply write in your own words: 


incabloc makes it possible to 


WIN 


a free trip to 
Switzerland 
for TWO! 


= 4S SCANDINAVIAN 
VIA AIRLINES SYSTEM 


with stop-overs in Glasgow, Paris, Frankfort, 
Hamburg and Copenhagen, if desired 


Pai? 


* 
Pd 
* 
L 
Le JF" 


* 


0 
Bs PERSONNEL 


\ 


"How | increased my watch sales with Incabloc” 


INCABLOC .. . the world’s finest shock absorber for 
watches—proved in over 80,000,000 watches—offers you 
this chance-of-a-lifetime to enjoy a wonderful trip abroad. 
Fly to Europe in unequalled comfort aboard a luxurious 
new DC-6B of the world-famous Scandinavian Airlines 
System with its incomparable service and comfort. Stay 


at one of Switzerland’s finest hotels . . . enjoying the 
glamour and excitement of one of Europe’s leading resorts. 
Tour world-famous Swiss watchmaking factories. On your 
return, stop in famous cities , if you wish. It’s the won- 
derful trip you’ve dreamed of all your life . . . and it can 
be yours so easily. 














CONTEST RULES 

Just tell us, in your own words, how you put INCABLOC to work 
to help you sell more watches. If possible, use specific examples 
of how INCABLOC helped overcome consumer resistance, how 
INCABLOC sales aids helped you actually open or close a watch 
sale. Include names of customers and dates, if available. Simply 
begin your letter with . . . “Here is how I increased my watch sales 
with INCABLOC.” 

Entries will be judged on content alone. Excellence of English or 
quality of writing will not be important. There is no word limit, 
but shorter letters are preferred. All entries become the property 
of the INCABLOC Corporation. None will be returned. Decision 
of judges is final. Employees and their families of INCABLOC 
Corporation, The Universal Escapement Ltd., or their advertising 
agencies, are not eligible. 


10 PRIZES IN ALL! 
GRAND PRIZE—TW#O WEEK ALL-EXPENSE TRIP TO SWITZER- 
LAND FOR TWO Via Scandinavian Airlines System DC-6B 
(Or $1000 in Cash—whichever you prefer). 
SECOND PRIZE— A VIBROGRAF—the world’s most advanced watch 
and clock timing machine . . . Value $650.00. 
THIRD PRIZE—S250 in Cash 
FOURTH PRIZE—S100 Cash 
FIFTH TO TENTH PRIZES—CHASTELL “Miracle Power” Clock—the 
Revolutionary Electric Clock without wires — and no winding! 


Value $29.75. 
JUDGES 


Harry Bromley, Vice President, National Jeweler 
Lansford King, Editor, Jeweler’s Circular Keystone 
Morton Sarrett, Editor, Jewelry Magazine 


Contest closes Oct. 30, 1955 
Entries must be postmarked on or before this date. 








Address your entries to: 







ee ee 








when the sale 













the INCAFLEX GUARANTEE 
closes the sale! 


The watch with the world’s only flexible balance wheel WwW 


e 
— guaranteed against damage for the life of the watch. inca f | e x 





WYLER-PIONEERS FOR 30 YEARS IN SHOCK-RESISTANT, WATER-RESISTANT AND SELF-WINDING WATCHES. 





Write for literature e WYLER WATCH e 131 East 23rd Street, New York 10, N.Y. 





‘ Sold through jewelers—and only through jewelers | : 
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Brand-new for Christmas! 





















































































5 
EF maw 
A 
. Here’s the kind of style to spark Christmas 
profits! It’s what people want! We know, because 
these three pretested designs proved the most 
i popular among hundreds of men and women. 
: Study the sparkling designs of the new 
; SILVER FILLED ZIPPOS— 
Rhodium-plated to preserve the sparkle and 
luster of polished silver! Won’t tarnish on your 
shelves! Resist scratches! Easiest of all 
silver items to handle . . . and sell! 
Perfect jewelry store price—$11.50, plus tax— 
for fast sales and good profit! 
Backed by famous Zippo guarantee—if a Zippo 
ever fails to work we fix it free! F 
- S 
































ZIPPY 


Always works—or we fix it free 



























































Zippo Manufacturing Company, Bradford, Pa. 
In Canada, Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 


os 
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gaa Chain Designs 


No. 9178X 


No. 9138X — Pat. No. D 172072 Each year we manufacture many 
new, original chains. Every one 
fulfills a specific purpose in jew- 
fo elry manufacturing. To protect 
— ae —— you from inferior imitations, we 
apply for Patents whenever 
necessary. 





35 year of manufacturing 
Quality Chains 


Hf 





ARMBRUST CHAIN COMPANY 


735 ALLENS AVE., PROVIDENCE, R.1. 1 WEST 34TH ST., NEW YORK CITY 
Telephone STuart 1-3300 Telephone Wisconsin 7-109] 





Sold only to MANUFACTURERS 
of Jewelry and Allied Trades 


No. 9160X 
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Now consistently and sensationally advertised in the nation’s 
three leading consumer publications. (Life, Saturday Evening Post 
and Collier's) the wonderful new Waterman C/F is rapidly 
becoming the talk of the trade. Dollar-volume sales are proving 
its tremendous popularity with the public. 


This is the fountain pen with everything! It completely eliminates 
the need of an ink bottle. The unbreakable cartridge holds more 
ink and can be carried anywhere with complete safety. And because 
the cartridge is transparent, there’s no “running-dry” ever, 

without fair warning. There’s no possible way to spill ink, and 

the entire filling operation takes but a few seconds. 


Waterman’s C/F* gives you a greater profit margin than other 
leading pens. It gives you no service problems whatsoever. And it 
increases store traffic with repeat sales on cartridges. Important, too, 
the range of prices covers most every customer requirement. 


Call your Waterman representative today for all the exciting details. 


*Patent pending 


WATERMAN PEN COMPANY, Inc. Seymour, Conn. 
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' WATERMAN’S C/F 875 


The latest member of the C/F 
family. Choice of beautiful and 
exciting colors on Satin Chrome, 
$8.75. In matching pen and pencil 
sets, with Dennison Gift Box, $13.75. 


WATERMAN’S C/F 1250 


The same styling, colors and con- 
struction as the C/F 1500 (below) 
except that the cap and trim is in 
brilliant chrome. Six points to choose 
from. $12.50. Gift sets $17.50. 

Packed with 8 extra cartridges and 
in Farrington Gift Boxes. 


WATERMAN’S C/F 1500 


Beautifully styled by Harley Earl 
and now available in Onyx Black, 
Teal Blue and Burning Sand on 

22 Kt. Gold Electroplated Inlay with 
Pearl Gray or Black nib section. 
Choice of six different points. Here 
is the first fountain pen that truly 
overcomes every objection your 
customers have ever voiced about 
conventional fountain pens. $15.00 
plus tax. Gift set attractively 
packaged in Farrington Gift Boxes, 
$20.00 plus tax. 



























What's going 
on in 2104-A ? 















It’s terrific! It’s Sensational! Something you can’t 
afford to miss! An unusual new setting will be 
unveiled in Room 2104-A at the National Jewelry 
Fair in Chicago. It’s a ring designed to build the 
greatest diamond sales in your history . . . created . 
by FIANCEE! Please visit us in Room 2104A. 


GOLDSTEIN-GERSON €O. INC. creators of FIANCEE INTERLOCKING DIAMOND RINGS | 


130 WEST 46th STREET NEW YORK 36, N. Y. 


ae The House of Fishtails 
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Sterling ‘SX 


Sterling 
12K-G.F. 
and 14K 





Shown are a few of our finely made 


Charms from a complete and varied 
selection in both Sterling Silver and 
14K Gold. 


AVAILABLE THRU YOUR WHOLESALER 


CARL-ART inc. 


PROVIDENCE © RHODE ISLAND 


New York Office: Mannie Levine Chicago Office: Howard D. Seebeck Los Angeles Office: Norman R. Gustafson 
1 West 34th St., New York, N. Y. 10 South Wabash, Chicago, III. 3646 Mt. Vernon Drive, Los Angeles 8, Calif. 
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It happened in... 
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This is not about a store but about 
aman and what we value in a man. 
Not perfection or infallibility! We 
had met this man, in a related kind 
of business to our own, on several 
competitive occasions. We remem- 
ber now that we outbid him on 
each, but at the time we were im- 
pressed with his ability and knowl- 
edge. When the firm he repre- 
sented went out of business and he 
approached us for a position, we 
were interested. He might be with 
us now had he not made the mis- 
take of boasting, “In 15 years buy- 
ing jewelry stocks I’ve never made 
a mistake!” Not one mistake? then 
not the man for us! This was gross 
exaggeration or, almost worse, 
stuffy conservatism. How be alive 
or venture without the risk of an 
error? We’ve made many errors 
in our 52 years and hope we’ve 
learned from each of them. Yes, 
we are the oldest firm in our field, 
but may we never lose the Peter 
Pan in our spirit! 





Stories from our 52 years’ experience with truths of just as great significance today. 





(+ o 2% 
Yistinctive. 
Exquisitely styled jewelry. for the 
discriminating, attractively priced. 


AVAILABLE ON CONSIGNMENT 


-.S. Korff. & Son 


914 Walnut St., Phila. 7, Pa. 
WaAlnut 2-1253 


All prices keystone’. 


ets 
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set your own 
resale price... 


on this suaranteed 
water-shock-resistant watch | 
at the lowest 


purchase price ever! 


PHENIX Bg SEA PILOT 


Phenix of Switzerland — 
gold medal award winner since 1883 
now makes the famous, nationally 
Ge ; a advertised Phenix Sea Pilot 
@~... & cy ti a — sold with pride throughout the world. 
TN , ABSOLUTELY WATER RESISTANT 
17 JEWEL MOVEMENT 
SHOCK RESISTANT, 
ee Oe ee : with unbreakable crystal. 
- : GUARANTEED UNBREAKABLE 
balance staff and jewels. 
THINNEST WATER RESISTANT WATCH 
in this price range. 
HANDSOME IN DESIGN 
with its sweep second hand. 
COMPENSAMATIC 
The specially tempered hairspring in 
every Phenix, assures unfailing . 
precision, in every climate. 


BRUSSELS GENEVA PARIS AMSTERDAM ANTWERP LONDON §; 


ind fil fa = I 
a 8 | CROTON WATCH CO., INC. 
404 Fourth Avenue, New York 16, N. Y. 


pase aia sgmimaai sop mtammmecaus manta cciacataa 


— Gentlemen: 
Lm a a A -- -~-- Please send me the following: 
PHENIX WATCH CO. — Switzerland |. CHROM STEEL BK. IMPORT CASE $ 9.90 


CHROM STEEL BK. SWISS CASE 10.906 
|— ALL STEEL IMPORTED CASE 10.90 
|{— STEEL EXPANSION BAND 1,00 


CROTON WATCH CO., INC ES : 


FINE WATCHES SINCE 1878 


Distributed by 





Signature 
Store Name 
Address 
City. 
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A FRESH LOOK 
MARVIN 


THE WATCHWORD FOR QUALITY 


Dimowmovs...<. 


A NEW, COMPLETE ANNIVERSARY LINE OF FINE WATCHES 


In celebration of their 105th birthday, Marvin Watches pre- 
sents a superb Anniversary Line . . . with many automatic, 
diamond and popular priced models to meet every taste. 


WITH ALL-NEW, SALES-STIMULATING STYLING 


Shown are just a few examples of Marvin’s matchlessly beau- 
tiful styling. Notice the striking, classic designs of the watches 
for men .. . and the stunning, exquisite women’s models. 


PROTECTED PROFITS 


You can be assured of receiving full profits on all sales of 
Marvin Watches, because Marvin deals only with reputable, 
authorized dealers. 


PRESTIGE 


For over a century, Marvin Timepieces have earned world- 
wide confidence from jewelers and owners alike. This long 
standing reputation for quality is the result of consistently 
combining careful craftsmanship with the latest technological 
improvements in machines and methods. 


AND A BRIGHT, FRESH ADVERTISING PLAN 


Marvin’s national advertising campaign of weekly insertions 
in The New Yorker and The New York Times Magazine will 
create the desire. To help you close the sale, Marvin offers 
display and consumer promotion material. 


ACT NOW! 


The creation of Marvin Watches requires considerable, time- 
consuming precision; therefore, production is limited. We feel 
it is wiser to provide a few jewelers with the complete line, 
than to offer a large number of them a partial line. So don’t 
delay. Write, wire or call Alex M. Fekula today, and get full 
information how to obtain Marvin Watches for your store. 


eVIN 


(pRONOUp R-VAN) ; DV whe WS 


THE HOLLANDIA CO., INC., 630 Fifth Avenue, New York 20. CIrcle 6-7507 
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RD8-1401 14K white gold, only . HiB-1401 14K gold, yellow or 
with 8 diamonds to come, with- ve G4 hite, with sweep second, 


» out sweep second, $225.00 f.t.i. 


The wise retailer never bucks a trend; he 
progresses along with it. Few will deny the 
trend overwhelmingly favors selfwinding 
watches. Today, just about every woman 
wants to Own an ETERNAeMATIC, the miniature 
selfwinding watch of proven performance. It 
features Eterna’s incomparable ballbearing- 
mounted winder that brings effortless auto- 
matic winding to diminutive styles. It is 
the logical peg on which to hang your 
1955 sales. Remember—Eterna alone offers 
a complete line of selfwinders. So start to- 
day converting your stock to selfwinding 
ETERNAeMATICS, the dainty, feminine watches 
that spell profit, progress and preductive 


sales. 


17 Jewels * Shock-protected * Antimagnetic « Unbreakable 


mainspring * Water-resistant and non-water-resistant 


Steei, gold-filled, gold and diamond models for women, 
retailing from $85.00 to $375.00, at keystone profit. Also 
men’s models from $71.50. All prices include federal tax. 


ETERNA-MATIC 


ETERNA WATCH COMPANY OF AMERICA, INC. 
677 FIFTH AVENUE, NEW YORK 22, N.Y. 


ti: 


$125.00 f.ti, 


N2-1401 14K gold, yellow 
only, without sweep second, 
85.00 f. 


~ R-1401 14K gold-filled, yellow 
or white, with sweep second, 
$85.00 f.ti. 


-1401 14K gold-filled, yel- 
iow only, also with cord, with- 
out sweep second, $87.50 f.ti. 
Also available in 14 K gold, 
yellow or white, $110.00 f.ti. 


107 BDT-1401 Stainless steel, 

$95.00 f.t..; gold and steel, 

$115.00 f.ti.; 14 K gold, 

$165.00 f.t.i. Also available in 

14 K yellow gold-filled, both 

water and non-water-resistant, 
from $85.00 f.ti. 
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anon, “PORK KCKLLOCHHM*™= ~ 


DING RING te 


$ 12 best selling styles combined into one sensational pro- 


oe @ $$ sss ssssssssssssssssssss$ss $$$ 
“ $$ $3 $$$ 

* $$$ 

+ 3 


motion unit that will give you fastest turn-over of any 
other rings in your store! 


two-tone combinations. 


$ Free This eye-arresting 3-dimensional color- 


ful velvet covered window displayer. 


$ Hand-carved, faceted yellow and white 14K gold 


price tags that guarantee a high, 
healthy mark-up. 


ar Established factory resale 


The famous Polishook serv- 
ice is always dependable.... 
24 hour delivery on “spe+ 
cials.” 


$$$3$$5 
8$$3$3$$ 
beet 


There is a Polishook 


Salesman in your territory . . 
Write today and we'll send 
him to see you. 


K. POLISHOOK & SON cove 


216 EAST 45th STREET, NEW YORK 17, VAnderbilt.6-1664 


'-Manutacturers of “‘Everything in Rings’’ Since 1898 
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Nin sso? desdlan- 


Are you 
selling watches 


for yourself... 
Or for your 


competitors 


When you convince a customer of the merits of 
a particular watch, then see him (or her) walk 
out of the store, go down the street and buy 
it from a competitor for dollars less — it must 
be maddening! 

But that will never happen with Marc Nicolet 
watches — Marc Nicolet does not sell to discount 


houses, wholesale-retailers, house-to-house can- 





vassers or any other outlet which competes with 
the retail jeweler. Furthermore, another jeweler 


cannot compete for your Marc Nicolet sale—you 


get an EXCLUSIVE FRANCHISE in your territory. 


Put your selling efforts behind Marc Nicolet. 
You can be sure that sales will stay with you 


without sacrifice of mark-up. 


Mare Nicolet 


MANUFACTURERS OF FINE WATCHES SINCE 1886 


Sole distributors in the United States and Canada 


WINTON WATCH COMPANY, 64 West 48th Street, New York 36 N. Y. 


Visit us at the Chicago National Jewelry Fair, July 24-28, at Conrad Hilton Hotel, SUITE 512 
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SPECT ACULAR SETTING, 
GREATEST 


PROGRAM IN 
+O HELP YOU SE 
FEATURE LOCS 


DIAMOND RINGS 


LL MORE 






















See us at...N. J. A. CONVENTION 
Conrad Hilton Hotel, Chicago 


July 24-28 Suite 2400-01 
and at the... A.N.R.J.A. CONVENTION (Za 


Waldorf-Astoria Hotel, New York 
August 14-18 INTERLOCKING DIAMOND RINGS 








Distributed through Authorized W holesalers 


FEATURE RING COMPANY, INC., 130 WEST 46 STREET, NEW YORK 36, N. Y. 
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Look for us at the jewelry shows, we'll be there with the 

newest, biggest, most unusual jewelry lines you — or anyone — 
have ever seen. We mean, ever! 

If you’re not planning to be at any of the shows, write or call for a 
personal visit by one of our salesmen. Or, even better, see 

our complete new lines at our showrooms. 


COMPACTS * COSTUME JEWELRY * CARRYALLS * SIMULATED PEARLS 
CULTURED PEARLS * CIGARETTE CASES * PILLBOXES 


VOUWPTE the brand name your customers know and trust 
393 Fifth Avenue, New York 16, N. Y. 


NATIONALLY ADVERTISED 
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PROFIT-BONUS 
WORTH °29 


“Ran, pssst ad plus booming 
Introductory Profit-Bonus high profits 
“MAYFAIR” NECKLACE IN GIFT-CASE on every 


Profit-Bonus with ‘Premier’ line: ‘ ° 
Lustrous, perfectly matched and graduated item (HT? 
simulated pearls with rhinestone clasp. 


7 99 
Comes in luxurious Gift-Case that Premier 


can be used as a jewel box or carryall. . 
RETAIL VALUE lane 
FOR NECKLACE $25 
AND GIFT CASE 


oP 





ante gee et ste 


BEAUTIFULLY BOXED NECKLACES 
AND ONE PAIR OF EARRINGS 


COMPARE QUALITY! Sell for $182.00* 
COMPARE MARK-UP! Cost You Only $ 59.50 


COMPARE YOUR PROFITS! | your big profit $12250 


VOLUPTE SELLS DIRECTLY TO JEWELERS! si — 
No one shares your profits. No red tape or delays on re-orders. Plus Profit-Bonus on “Mayfair 


VOLUPTE PEARLS SELL ONLY TO JEWELERS! Necklace and Gift Case 
No price-cutting competition. Pre-ticketed line sells for you only. 


VOLUPTE PEARLS ARE MADE IN AMERICA! TOTAL, BIG PROFIT 


One look at their beauty proves ‘‘American-Made’’ quality is superior. (on initial cost 
7s . of only $59.50) 




















VOLUPTE IS WORLD-FAMOUS BRAND NAME! 


Millions -have been sold on Volupte quality for over half a century. *plus fed. tax 


VOLUPTE ‘PREMIER’ LINE IS COMPLETE! 
A basic stock of simulated pearls to cover all your selling needs. 





VOLUPTE IS NATIONALLY ADVERTISED! 
Millions see Volupte advertising in big-name consumer magazines 


> 
SIMULATED PEARLS * CULTURED PEARLS * COMPACTS + CARRYALLS ; 
COSTUME JEWELRY » CIGARETTE CASES © PILLBOXES « @ il PIE 393 Fifth Avenue, New York 16 


the brand name your customers know and trust 
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No. 3080 Clock...No. 3050 
Barometer for use singly 
or in pairs. 26” high, 51” 
dial. Metalgold, White 
| with Gold. Pkd. 1. Whole- ! 
sale $15.00. 








at ti ; “ No. 3052 Compass Rose Barometer 
teetemeennoe?? — =, S . . .No. 2981 Clock, same design. 
] . p 28” high, 51/4” dial. Metalgold, 
Black, Metalcopper. Pkd. 1. 
Wholesale $25.00. 




























S SS CER weeaes . 


; : . No. 3082 Empire Clock... No. 3053 
Only in Syrocowood will you see Barometers and Clocks like Barometer, same design. 35” high, 

. 614” dial. Metalgold, White with 
these . . . truly works of art and at popular prices only Syroco Gold. Pkd. 1. Wholesale $25.00. 
makes possible. See a dozen deep-carved originals — all avail- 


No. 3051 Sunburst Barometer... No. 2781 Clock, 


able with either jeweled, 8-day front wind cl 
same design. 16” diam., 5%” dial. Metal- ] y d clock movement or 


gold, Black, White. Pkd. 1. Wholesale precision barometer instruments. See the first specially designed 
$15.00. Same design in 23” size — No. 
3054 Barometer, No. 2885 Clock—$30.00. Clock and Barometer ensemble. Full 509% mark-up. 


WRITE FOR NEW CATALOG SUPPLEMENT 


Copyright 1955 
SYRACUSE ORNAMENTAL COMPANY, INC. 


577 S.Clinton Street, Syracuse 2, New York 








Occasional Clocks... six de- 
Signs with removable easels ® 
— perfect for TV, shelves, 
tables. walls. Guaranteed S E E YTOCO 
electric movements. Special ‘ ‘ 
display deal. Pkd. 1. Whole- AT THE NJA SHOW... . 1526 Merchandise Mart, Chicago 
sale $9.00. (our permanent showroom) 
AT THE ANRJA SHOW .. . Booths E-3, E-4, 
Empire Room, Waldorf-Astoria 
225 Fifth Ave. (permanent showrooms) 


AND AT ALL LEADING GIFT AND FURNITURE SHOWS 


SS 
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: a YOUR 


TROPHY SALES 
Up to 50/ 


WITH THE 


ARLEN 


“CONTROLLED SAMPLE 
INVENTORY” PLAN 
Combined with “DEALER IMPRINTED” CATALOGS! 


Why let trophy sales lag behind other merchandise . . . 
when it's so easy to build your trophy profits with any 
one of the three basic sample inventory plans, com- 


bined with 


24 FREE 68-page super catalogs, showing the 
"largest selection of trophies in the world.” 





















$aiiegs 2 ue -f st 


FREE—a special trophy wrench valued at $1.50. 
FREE—a trophy with a net value of 10% of the 








3053 
igh, cost of any of the three selected groups. 
with 
.00. Use coupon below for samples of ARLEN'S new, copy- 
righted "Trophy Selection Guides''—a streamlined sell- 
ing aid to increase trophy orders and to reduce amount 
of customer time in selecting trophies and awards. 
r SOLD ONLY THROUGH AUTHORIZED DEALERS ! 
{ 
o. 1 ARLEN TROPHY CO., INC. a 
| 50 GOLD STREET, BROOKLYN 1, N. Y. 
ne | Please rush me FREE — details of your new “Controlled Inventory” Plan, 
Sg —? 1 plus the ARLEN SUPER CATALOG and “TROPHY SELECTOR” Brochures and 
i ieee mn how | can use it in quantity with my own store imprint. 
6 oe ; 
” ntrolled Sample Inventory 1 NAME 
m) f 
1 FIRM NAME... saeeeaeete Maltin 
; i 
» | ANRJA Booth 324 cs: 
ns ; 
1 
ws WALDORF-ASTORIA, NEW YORK | CITY ... ZONE Wk cx. 
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Business is only as Good 
as YOU make it!... 









You can make it good by visiting 
the Big Everbrite and Crosby 


- Exhibits—at all the coming shows 


NATIONAL JEWELRY FAIR 


JULY 24th TO 28th 
NORTH BALLROOM, 3rd FLOOR 
CONRAD HILTON HOTEL, CHICAGO 


ANJRA SHOW 


AUGUST 14th TO 18th 
JANSEN SALON and BLUE ROOM 
FOURTH FLOOR 
WALDORF-ASTORIA HOTEL, NEW YORK 











27: WEST Zarda St., NEW YORK 16,:-N. Y. 


LOS ANGELES OFFICE FANCY GOODS DIVISION ATLANTA OFFICE 
215 W. Sth ST... LOS ANGELES, CAL. 47 W. 23rd ST., N.Y. C: 321 PEACHTREE ST., N.E. ATLANTA, GA. 













How to sell more watches 
_..more profitably 


by Joseph Spinelli, Partner, 


SPINL Manufacturing Jeweler 


“Let’s talk turkey about watch sales. 


“Which is the more profitable way to sell 
watches: increase the value... or cut prices? 


“You're right. Increase the value, of course. 


“And how’s the best way to increase a watch’s 
value? Sell it with an especially attractive attach- 
ment. 

“Another way to make more profit from watches 
is this: Sell a handsome new attachment to cus- 
tomers to dress up a watch they already have. 


“Particularly, a SPINL palladium attachment 
... with its brilliance, its gleaming whiteness. 


“Today, palladium is even more beautiful, more 
appealing than ever, thanks to greatly improved 
ways of processing this all-precious metal. 

“See for yourself! Send for a selection of our 
palladium attachments on memo. Price range is 
from $50 to $2,000, keystone, mounted or un- 
mounted. 


Lie ee ee 


“Compare these palladium attachments with 
any others! 

“And don’t forget this! The SPINL line of pal- 
ladium attachments and bracelets is backed by the 
fine palladium promotion. Consumer advertising, 
point-of-sale aids. booklets, newspaper mats, dis- 
plays, etc. So ask for the Basic Merchandising Kit 
when you request the SPINL attachments and 
bracelets on memo.” 


SPINL MANUFACTURING JEWELER 
27 Eldridge Street, New York 2, N. Y. 
(_] Please send me illustrated literature and prices on your attach- 
ments and bracelets. 
J Send me a selection of palladium watch attachments on memo. 
__] Send me a selection of palladium bracelets on memo. 
] Send me, free, the palladium Basic Merchandising Kit. 


Name 


Name of Company 


SPINL also offers you a selection of beautiful palladium brace- 
lets on memo. These bracelets are classic in design. As desirable 
to future generations as they are appealing to your present cus- 
tomers. SPINL palladium bracelets keystone from $150 to $10,000. 


Street 








Platinum Metals Division THE INTERNATIONAL NICKEL COMPANY, INC. tew'vor's ‘Ky. 
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LONGINES ACHIEVES ABSOLUTE ACCURACY 


Longines Cinetimer is First Portable Timepiece 
To Make Record of Absolute Precision 
In Observatory Trial 


The Longines Cinetimer, brilliant new achieve- 
ment of Longines technicians and engineers, now in 
production, is the greatest technical advance in scien- 
tific and sports timing in modern days. It photographs 
moving objects (as the jet airplane above), shows 
exact time of passage to a thousandth of a second, 
and delivers the result on film for examination in 
90 seconds. 

The Longines Cinetimer, for the first time in 
a portable instrument, achieves the dream of watch- 








makers of the ages—absolute precision—as evi- 
denced by individual timing bulletins from Neuchatel 
Government Observatory. It is the first such instru- 


ment honored by presentation at an International 


; Yttnaurr Watch . 


Astronomical Conference, the first to qualify for 
official timing for national and international sports. 
Perfected by world-wide use in sports events of all 
kinds, it made its American debut at the great 
Indianapolis 500 Mile Automobile Race and in 
track and field at the N.C.A.A. and A.A.U. Cham- 
pionships at Los Angeles and Boulder, Colorado 
this year. 

Once again it is demonstrated in science and 
sport, as in beautiful watches for the discriminating, 
no other name in time means so much as Longines, 
The World’s 


of the Longines-Wittnauer Watch Company, since 


Most Honored Watch, premier product 


1866, maker of watches of the highest character. 


(7 \f 
Cy. 





580 Fifth Avenue - New York 36, N. Y. 
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must certainly be the most color- 
ful and courageous watchmaker in 
the United States, 

Back in 1909, when John was a 
youngster, he fell under a train while 
trying to hitch a free ride. Both his 
legs were severed six inches below 
the hip! 

Determined not to be a burden to 
his family—and incidentally showing 
his remarkable courage—John bought 
a goat and a little wagon. With this 
primitive vehicle as his only method 
of transportation, he started “on the 
road” selling pictures and post cards. 

This didn’t provide much more than 
a hand-to-mouth existence, so John 
decided to better himself by learning 
to be a watchmaker. When he finished 
his training, he adopted the name 
“Overland Jack” and went back on 
the road. 

As before, he travelled over the 
rough, dirt roads of the rural areas in 
his little goat-drawn wagon. He did 
watch repairing for the people he 
found in these lonely districts. 

John Rose continued this difficult, 
tiring and poorly-paying work for 45 
years! During that time, he used a 
total of 150 goats to draw his crude 
wagon over the country roads. His 
wagon, which cost him $80, withstood 
the years of wear and tear and is still 


J ROSE of Big Sandy, Texas, 


FOR JULY, 1955 


Jewelers’ Circular—Keystone 


in good condition today. 

A few years ago, John purchased a 
small home in Big Sandy, Texas, and 
settled down to a quieter, less-de- 
manding existence. He is still doing 
watch repairing. Most of his business 
comes from the local townspeople, but 
he receives many orders from the 
country people who grew to know him 
during the years he travelled about in 
his little wagon. 

Even today, he gets mail from his 
country friends addressed simply to 


“The Goat Man.” 


N OFFICER in the Chinese 
Nationalist navy recently won a 
17-carat diamond ring valued at $15,- 
000 in a lottery. With the announce- 
ment of his prize came 37 proposals 
of marriage from a variety of Chinese 
maidens. 
Ah, sweet mystery of love... ! 


EVERAL hundred guests at the 

affair were unaware of it, but an 
embarrassing situation was narrowly 
—and dramatically — averted at the 
world premiere of the Columbia movie 
“Prize of Gold” in Providence. 

On hand for the special showing of 
the movie was Columbia starlet Geor- 
gia Landau. Only a few hours before 
her scheduled appearance, Miss 
Landau discovered that her earrings 


didn’t match the dazzling gown she 
was planning to wear. 

For a starlet to appear at a premiere 
without earrings would certainly be 
bad enough. For her to appear with- 
out earrings at a premiere on Jewelry 
Festival Day—in the heart of the Gold 
Filled industry—would be unthink- 
able. An embarrassing situation was 
clearly in the making for the an- 
guished young starlet. 

Fortunately, Angelo Del Sesto, 
president of the Van Dell Corporation 
in Providence, learned of Miss Lan- 
dau’s plight. He made a note of the 
kind of earrings she wanted, and went 
into action, 

In record time, his craftsmen 
created a special pair of Gold Filled 
earrings and delivered them to Miss 
Landau at her hotel. 

The pleased young starlet breathed 
a sigh of relief—and made her ap- 
pearance as scheduled. 


— IME on my hands” would be a 
natural theme song for Charles 
Snow of 1639 E. Anaheim St., Long 
Beach, California. 

On second thought, it is inadequate 
for a man who is literally a walking 
exhibit of timepieces. 

If you ask Charles the time, he 
might look at his wristwatch in the 
normal manner. He is more likely, 
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Beautifully designed in 
gold, with gold and 
enamel tops, these 






Masonic rings will be 
treasured by every Mason. 
Their quality and design 

reflect the expert 
craftsmanship that has 

become the hallmark of 

Wefferling, Berry jewelry. 


Write Dept. 


fine emblematic 





MEMBER 








CK-7 for our 
latest 60-page catalog of 
jewelry. 


AMERICAN 


NUMBER PRICE 
511W $60.00 
511WG 60.00 
512 105.00 
1500X 50.00 
1700-1 56.00 
1700-11 56.00 
T1701 32.00 
T1701-11 32.00 
1704-1 56.00 


DESCRIPTION 


White gold emblem. Blue line 
White gold emblem. Blue line 
Extra heavy weight. Blue line 
No enamel 

Black enamel top 

Black enamel trim 

10K black enamel top 

10K black trim 

Black enamel top 


Rings 14K yellow gold unless otherwise noted. 


NUMBER 


1704-4 
1718 
1734W 
T1734 
T1734B 
1765-1 
1769-1 
1769-11 
1772 


PRICE 


50.00 
46.00 
50.00 
27.00 
31.00 
38.00 
38.00 
38.00 
42.00 


(keystone) 


DESCRIPTION 


Black enamel top 
White gold emblem 
Black enamel top 

10K blue center 

10K black enamel! top 
Black enamel top 
Black enamel top 
Black trim 

Black enamel top 


Wefferling, Berry is known for the high quality of 
its emblematic jewelry and for its extensive 
selection. We manufacture the finest Masonic, 
Shrine, Scottish Rite, Knights of Columbus, Elk, 
Moose, and other lodge and fraternal jewelry. 


Wrerreruinc Benny & CO. 


society 


THE NAME THAT MEANS 


8 ROSE STREET, NEWARK 8, N. J. 
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though, to look at his cuff links—his 
ring—his tie clasp—or his belt buckle. 
Each of these accessories is a real 
timepiece, keeping accurate time. 

Charles has been collecting such 
bizarre and fancy timepieces for 35 
years and today has more than 450 
different specimens in his Long Beach 
home. He shows them from time to 
time at hobby shows and on TV pro- 
grams. 

What does this time-conscious fel- 
low do for a living? You guessed it 
—he runs a watch and clock labora- 
tory and does repairing for the trade. 


" AST MONTH we told readers 

about a young lady who was paid 
off according to her weight in gold 
when she won a contest. 

Since then, another member of the 
fairer sex has come within a few steps 
of accomplishing the same thing — 
without the aid of a contest. 

This second lady was a passenger 
aboard a transatlantic airliner which 


recently landed in Buenos Aires. 
When she stepped off the plane, 
customs inspectors noticed that she 
was having great difficulty in walking. 
When they took a closer look, they 
discovered she was carrying more 
than 72 pounds of gold bars—worth 
$40,000—beneath her clothing. 
That’s mighty high-priced under- 


wear. 


Most people believe in getting 

their money’s worth from any- 
thing that cost them some hard-earned 
cash. Not many, though, can match 
the thrift-conscious record of Mrs. 
Thomas Burns of 2614 E. 78th St., 
Chicago. 

Mrs. Burns recently complained to 
Westinghouse that her electric iron 
had burned out. When a representative 
of the firm questioned her, he dis- 
covered that her iron had been pur- 
chased way back in 1922. She had 
enjoyed 33 years of continuous service 
with the iron! 

Because of the amazing record of 




















~- 
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— 


"I'm from Texas—make me up a wrist watch out of that!" 


service she had so casually reported, 
Mrs. Burns was presented with a new 
steam iron free of charge. 

Was she satisfied? Well, she did say 
she appreciated the new iron. But she 
also had a question: “Do you think 
you can fix up the old one, too?” 


ERNARD Saunders was an aver- 

age sort of fellow, a pub keeper 
in the quiet little town of Great Long- 
stone, England. 

He was, that is, until he read a 
story recently about one of the old 
rulers of Persia. The story gave Ber- 
nard an idea—and off he trotted to 
the dentist’s office. 

Bernard came out smiling and 
with good reason. The dentist had 
studded his five front teeth with $280 
worth of diamonds. 





Hmmmm. He’s probably brushing 
the new sparklers with ammonia-ted 
toothpaste. 


OST of us have wished. at one 

time or another, that we could 
make time stand still. We couldn't 
have wished it more fervently. how- 
ever, than did Kurt Menscherl of Graz. 
Austria, during a recent escapade. 

Kurt’s sweetheart is the daughter 
of the keeper of the local clocktower, 
the town landmark. One evening Kurt 
was courting her in the garret of the 
tower when her father come home 
unexpectedly. 

The girl picked up a clothesline, 
tossed it through the window and 
began to lower Kurt to the ground. 
Suddenly, the rope slipped from her 
hands—and Kurt’s descent was speed- 
ed up considerably. 

Somehow, he managed to break his 
fall by catching hold of the big hand 
of the clock. And there he hung. 

Then came an ominous “tick”— 
and the hand jumped downward one 
notch. If ever a man wished he could 
make time stand still, it was Kurt 
at this point. 

But, as always, time marched re- 
lentlessly onward. When the big hand 
reached the half hour mark-—down 
tumbled Kurt. 

The results of his clocktower court- 
ship were enough to discourage even 
the most ardent swain: Kurt broke 
his leg in the fall, his sweetheart was 
severely reprimanded and her father 
lost his job. 

—At least, that’s the way the story 
was reported in the May 13 issue 


of the Milwaukee (Wis.) Journal. 
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NJA convention and... 


national jewelry Jair- 


CHICAGO, JULY 24-26 


Convention program: 


SUNDAY 9:00 P.M. Welcoming address by Seymour Greenberg, president of the NJA. 
Address by Fairfax M. Cone of Foote, Cone & Belding advertising agency—‘“Mr. Retail 
Jeweler—Where Are You Headed?” Debate, followed by audience participation, on “Has 
Fair Trade Ever Done Anything for the Retail Jeweler?” 


MONDAY 10:00 A.M. An illustrated lecture on the latest developments in connection with 
man-made diamonds and natural, synthetic and heat-treated gems, by Dr. Frederick H. 
Pough. Followed by a forum on “How Can I Finance My Instalment Sales?” Moderator 
will be Kenneth R. Wells, v.p. of American National Bank and Trust Co., Chicago. Panel 
members: S. W. Skidmore, National, Inc., Indianapolis, Ind.; Herman Wasserman, The Watch 
Shop Jewelers, Louisville, Ky.; William J. Botto, Jewelers Acceptance Corp., N. Y.; and A. E. 
Brendel, v.p., A. J. Armstrong Co., Inc., N. Y. 


9:00 P.M. Symposium on the watch repair department. Moderator will be Al Levine, 
Watchmakers of Switzerland. Panel members: Paul Leeds, Leeds Jewelers, Highland Park, 
Ill.; Mel Foer, Melart Jewelers, Washington, D. C.; Howard S. Schrantz, president, and 
Arthur F. Beck, executive secretary, Horological Institute of America. 


TUESDAY 10:00 A.M. Forum on “Idea Exchange.” Jay C. Lighterman, Tappin’s, Inc., 


N. Y., and his staff of experts will answer questions pertaining to the conduct of present-day 
retail jewelry business. 


HIGH spot of the annual convention of the Na- 
/ tional Jewelers Association in Chicago, July 24 to 
~ 28, will be a debate on the question, “Has Fair 
Trade Ever Done Anything for the Retail Jeweler?” 
Clarence Moses, executive secretary of the Ohio Retail 
Jewelers Association, and Leo Weisfield, president of 
Weisfield’s, Inc., Seattle, will take the affirmative side. 
Edwin S. Malmed, counsel and executive secretary of the 
Retail Jewelers’ Association of Philadelphia and Eastern 
Pennsylvania, Inc., and Myer B. Barr, Barr’s, Jewelers 
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& Silversmiths, Philadelphia, will take the negative side. 
The debate is scheduled for Sunday night, July 24. 
Following the presentation of arguments pro and con 
by the members of the debating teams, there will be 
audience participation. Fred B. Dreifus, Dreifus Jewelry 
Co., Memphis, Tenn., will serve as moderator. 
Preceding this debate will be the opening address by 
Seymour Greenberg, president of the NJA. He will then 
introduce an outstanding guest speaker, Fairfax M. Cone, 
(Please turn to page 86) 
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List of Exhibitors: 


A & M Mfg. Jewelers.......... 6th Fl. Rm. 
Aaron, Samuel, Inc... Williford B. R. B, 308 
Adams, William, Inc........... Ex. H. B. 78 
‘Advisers, Inc... coc dsscees see Ex. H, B. 154 


Aetna Creations, Inc., 

Williford B. R. Bs. 312-314 
‘Allan Co., The .««- <Séis seuss Ex. H. B. 146 
Allcraft Novelty Co., Inc...... Ex. H. B, i22 
Altheimer & Baer, Inc...Ex. H. Bs. 14-15-16 
American Furniture Sales Co....Part. Suite 


American Plastic Co........... Ex. H: B. 27 
ASCO coke oc ccses knee Ex. H. B. 58 
Axel Bros. <......+J Astoria Room (3rd FI.) 
B&O Chain Go... 6c.40..:. Ex. H. B. 70 
Baldwin-Miller Co. .......... Ex. H. B. 140 
Banner Watch Co. .........0.06 Room 657 
Bard, J. F., Co., dnc... ....3.. Ex. H. B. 149 


Bayer, Pretzfelder & Mills, 
Williford B. R. B. 322 


Bell Lamp Mfg. Corp.......... Ex. H. B. 36 
Benrus Watch Co., Inc.......... Part. Suite 
Berg Company, Inc. .......... Ex. H. B. 76 
Berman Watch Co., Inc......... Room 513A 


Bieler-Levine. ... Williford B. R. Bs. 307-309 
Bogoff, Jewels By..Ex. H. B. 129, Room 501 
Boonton Molding Co..... Ex. H. Bs. 101-102 
Braude, Emil, & Sons, Inc........Room 504 
Brown & Gravenson, Inc., 

Williford B. R. Bs. 342-344-346 
Brown & Richie, Ltd., 

Williford B. R. Bs. 342-344-346 
Bruner-Ritter, Ine. «6.3. ....;..5 Part. Suite 
Bulova Watch Co., 

Royal Skyway Suite (23rd Fl.) 
Capehart-Farnsworth Co....... Ex. H. B. 21 
Cohen, A., & Sons Corp., 

Waldorf Room (3rd FI.) 
P.D. R. #5 (3rd FL.) 
Cranley Silver Mfg..Co.......Ex. H. B. 117 
Crosley Div. (Aveo Mfg. Corp.), 
Ex. H. B, 35 
Cuckoo Clock Mfg. Co., Inc., 
Williford B. R. B. 301 
Davids, Lothar-..¢ci...;2. ..., Ex. H. B. 19 
Davidson & Sons Jewelry Co., Inc., 
Ex. H. Bs. 112-113 


Dennison Mfg. Co. .......... Ex. H. Ba. 5-6 
Dormeyer Corporation...... Ex. H. Bs. 74-75 
Duane Jewels, Inc............. Ex. H. B. 59 
De-Wal, Ine. .35 ce ac Ex. H. B. 99 
Electric City Box Co... ... Ex. H. Bs. 79-80 


Elgin National Watch Co.. 
Skyway Suites (23rd Fl.) 


Enicar Watch Corp........¢.. Ex. H. B; 103 
Fairbanks Ward Industries. ..Ex, H. B. 121 
Fantasy of Jewels............ Ex. H; B. 122 
Feature Ring Co., Inc........... Part. Suite 
Fiddelman, J., & Son, Inc..:..... Part, Suite 
Plex-Let Comp. ......-... Ex. H. B. 83 
Forestville Clock Co., Inc...... Ex. H.'B. 152 


Forman-Cutler Co.... Williford B. R..B: 310 


Foster Metal Products: Inc... . Ex. H. Ba 7-8 
Freed, Edwin, Inc.......... By H. Bs, 73:72 
Freed, S. RR... . 0. Ex. H. B.-50 
Gift Box Corp. of America. .... Ex. H. B. 20 
Goldstein-Gerson Co. .......5:. Part. Suite 
Goodman & Co..........00048 Ex. H. B. 24 | 


Gruen Watch Co.. .Skyway Suites (23rd Fl.) ie 


Hamilton Watch Co............ Ps 
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Heirloom Clock Co........... Ex. H. B. 110 
Heiss, Oscar, Watch Co........ Ex. H. B. 96 
Helbros Watch Co., Inc.......... Part. Suite 
Heller-Sperry, Inc.......... Ex. -H. Bs. 81-82 
Herscovitz, Sam, Co., Inc....... Ex. H. B. 42 
Hisech, A. (0c. i. ose canes: Ex. H. B. 116 


Howard Ring Co..... Williford B. R. B. 304 
Huye Space Saving Box System, Inc., 

Ex. H. B. 151 
Illinois Watch Case Co..... Ex. H. Bs. 62-63 


Imperial Pearl Syndicate, Inc., 
Ex. H. Bs. 90-107 


Incabloe Corp........ Ex. H. Bs, 118-119-120 
Ingraham, E., Co., The. .... Ex. H. Bs. 92-93 
International ‘Caltared Pearl Co., 

Ex. H. B, 55 
International Silver Co., The....Part. Suites 
Jacoby-Bender, Inc........... Ex. H. B. 150 
Jewelers Acceptance Corp....... Part. Suite 
Jewelers’ Circular-Keystone....Ex. H. B. 64 
Kahn, L. & M. & Co... .......5; Part. Suite 
Karpeles Rosary Co........... Ex. H. B. 23 
Katz, Frank M., Ine........ Ex. H. Bs. 40-41 
Kaverart Co.. the.:. 6... a0 Ex. H. B. 155 
Keystone Camera Co., Inc...... Ex. H. B. 48 
Keystone Silver, Inc.............. Room 509 


Korn, William, & Co., 
Ex. H. Bs. 1-2-3-4, 160-161 
Kramer Jewelry Co.............. Room 505 
Kreisler, Jacques, Mfg. Corp., 
5th Fl. Rm. 500, Ex. H. B. 114 
Kushner & Pines, Inc........... Room 509A 


L.M.D. Jewelry Mfg. Corp.....Ex. H. B. 53 
Landau, Max, & Co., Inc...... Ex. H. B. 128 
Leading Jewelry Mfg. Co., 
Ex. H. B. 104, Room 513 
Lehman Bros. Silverware Corp.. 
Ex. H. Bs. 123-124 
Lieber & Lemme. .«....:5-.-.: Ex? H. B. 25 
Life Magazine..... ee EO = a. B. 147 
Lifton, Harold, Co., Inc,,~ ; 
_ Williford B. Re Re 35317 
Lohenbrin Ring Co.. Inc.. ate Suite 
Longines-Wittnauer Watch Co. Tne. 


- Part: Suite 


Luria, t. aid Son, Ines 


South Ballrodaii(Sed FLY 


Tix, Ite os 


Malenka-Sagar Co., Inc........ 6th. FL Rm. 
Manhattan Novelty Corp.......Ex. H, B. 77 
Marathon Company ......... BP -Room 612 - 
Morbifi Co. Int. oo Ex. HB, 
Mastererafters Clock & Radio: Co., ao 

Ex. HB. 56 
Meters C6... <i e Ex. H. Bs. 12-13 
Mele Mfg. Co., Inc.... Williford B. R. B. 305 
Milhening, J.. Co., ine ee ..Part. Suite 
Minnesota Mining & Mfg. Co., 

: Ex. H..Bs. 46-47 
Venue Watch Co., Ine....... Ex. H: B. 73 
Morris, Norman M., Corp........ Part. Suite 
Motorola, Inc. .............. Ex. H. B. 144 
Be eo Room 504A 
Nie Mele 8 c5 ook soon, , Ex. H. B..153 


New Hermes Engraving Machine Corp.. 
Williford B. R. B. 302 
North American Philips Co., Inc.. 
Ex. H. Bs. 10-11 


..North H. Bs, 162A-163A- 
- 182A-183A-196A- 197A 


















Silas DUE coc wo ncee cues cds Ex. H. B. 148 
Oriental Metalcraft........... Ex. H. B. 100 
Pakula and Company........... Room 505A 


Paramount Wedding Ring. ..Rooms 601-602 
Parker-Allen Industries, Inc., 
Williford B. R. B. 321 


Pearleraft Jewelry Co....... 5th Fl. Rm: 560 
Pennino Bros., Inc..........-.-- Room 512A 
Phillips-Buttrick, Ino.....Ex. H. Bs. “A”-65 
Plasticrest Products, jae eee Ex. H. B. 142 
Polishook, K., & Son Corp., 
‘ Williford B. R. B. 303 
Reich: Mo As Co. cic. -- Ex. H. B. 57 
Remington Rand, Inc. 

(Dealer Sales Div.) ........ Ex. H. B. 134 


Remington Rand, Inc. 
(Electric Shaver Div.) ; .Ex. H. Bs. 158-159 
Renoir of California, Inc....... Ex. H. B. 50 
Richie Premium Corp., 
Williford B. R. Bs. 342-344-346 


Robbin Products...........--- Ex. H. B. 34 
Robinson, Edward B........... Ex. H. B. 97 
Ronson Corp.......-. Ex. H. Bs. 125-126-127 


Rosenthal, Herbert, Jewelry Corp., 
Rooms 610-611 


Reth Brothers........ Williford B. R. B. 316 
Royal Sales Co....... Williford B. R. B. 311 
Sacks, H., and Sons. . Williford B. R. B: 320 
Sarkin, David, Inc............. Ex. H. B. 37 
Savoy Watch Co., Inc..........-..-. Room 658 
Seaton, Inc. 6... sccece cues es Ex. H. B. 141 
Sehem, Lovie, Co... 6 soccckc ness Room 657 
Schick, Inc...... oe ee Ex. H. B. 95 
Schwarez, A., and Son, Inc...... Ex. H. B. 9 
Selsi Company, ‘Inc... Williford B. R. B. 306 
Semca Clock Co.......... Ex. H. Bs. “A”-65 
Seth Thomas Clocks. .Ex. H. Bs. 131-132-133 
Sheaffer, W. A., Pen Co....... Ex. H. B. 136 


Shiman Bros. & Co., Inc., 
P. D. R. #1 (3rd FI.) 


‘Shriro Watch, Inc... ..Ex. H. Bs. 66-67-8687 
SE ee ee Rooms 556-557 
Spreckman, Hy., & Co......... Ex. H. B. 54 
Stetson China Co........--- Ex. H. Bs. 38-39 


Stevens. Bart, Corp., 
Williford B. R. Bs. 342-344-346 


‘Syndicate Diamonds, . Tie.. <s6 5: Part. Suite 
“Tanenbaum, B., & Co., Inc.. 


.. Ex. H. B. 44 
"Williford B. R. B. 352 


“Traub Mfg, Mle. sc sess ets ones Part. Suite 
Underwood. Corp Lode Cee kiss Ex. H. B. 94 
“Macheron & Constantin- 

LeCoultre ‘Watches, EE Part. Suite 
Vitoee Go Uic. 6.355 Williford B. R. B. 327 
Volupte, Inc... i H. Bs. 68-85, Room 502 
Wagner, George G., Co........ Ex. H. B. 98 


Watchmakers of Switzerland, 
Ex. H. Bs. 88-89-108-109 


Waterman Pen Co., Inc....... Ex. H. B. 105 
Wems & Son... ok. 5. cee Ex. H. B, 22 
Weissman Watch Co.......... Ex. H. B. 148 
Welby Corporation. ........... Ex. H. B. 61 


Westclox, Div. of General Time Corp., 
Ex. H. Bs. 137-138-139 
Wiesner, Joseph, Inc.. Williford B. R. B. 341 


Winston, Harry, Inc........¢.<s: Part. Suite 
Winton Watch Co., Inc........... Room 512 
Wood, J. R., & Sons, Inc........ Part. Suite 
Woods, Patrick.......... Ex. H. Bs. “A”-65 
Wyler Watch Agency, Inc....... Room 602A 


Zenith Radio Corp...........-+ Ex. H. B. 18 
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The jeweler is the jewelers best 


ALLY in fighting the inroads 


of OTHER INDUSTRIES 








Out of each $100. spent at 
retail, consumers spent for: 


1946 1954 


The gain or loss in share of consumer dol- 
lars spent at retail over a nine year period. 








MOTOR VEHICLES 






































$10.39 $17.56 gained $7.17 (equalling) 69.0% 
HOUSEHOLD APPLIANCES 1.89 2.22 gained ao 4 ) 17.4 
GROCERY 18.19 20.49 gained 2.30 ( ) 12.1 
LUMBER, BUILDING MATERIAL 4.00 4.34 gained 34 ( } 65 
FURNITURE, HOME FURNISHINGS 3.18 3.10 lost 08 | } 2s 
HARDWARE 1.86 1.58 lost 28 ) 15.1 
VARIETY 2.11 1.77 lost 34 ) 16.1 
DEPT. AND MAIL ORDER 8.96 6.74 lost aan | ) 248 
EATING AND DRINKING PLACES 10.36 7.69 lost 2.67 | ) Ze 
JEWELRY 1.23 91 lost 32 ( ” =»)26.0 
FAMILY APPAREL 1.67 tae lost 44 | ) 26.3 
WOMEN'S APPAREL AND ACCESSORIES 3.50 2.34 lost 1.16 [( | oe 
MEN AND BOY'S APPAREL 2.14 1.31 lost 83 | ) 38.7 





The chart at the top of this page shows that the volume of 
retail jewelry sales has increased only 23.8 per cent while the 
total retail sales volume was increasing 67 per cent. Obviously, 
jewelers have failed to keep pace with the country’s economic 
growth. The increases shown for motor vehicles and household 
appliances are an indication of what can be accomplished through 
a hard-hitting merchandising program. 


54 


The chart directly above shows that in 1946 jewelers received 
$1.23 out of every $100 spent in retail stores. In 1954, their 
share had fallen to 91¢ of every $100 spent at retail. This loss 
of 32¢ represents a 26 per cent drop in the jewelers’ share of 
consumer expenditures. During this same period, the retailers 
selling motor vehicles increased their “take” from $10.39 to $17.56 
—a gain of $7.17, equalling 69 per cent. 
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Variety Family Apparel Dept. & Mail Order 


EMEMBER back eight to ten years ago when the 

public was buying jewelry like mad—because there 

was a shortage of other merchandise on which to 
spend money ? 

How things have changed! 

Today there are so many desirable things available 
to the public that only a small and unimportant few 
can possibly buy all the fascinating “necessary luxuries” 
they want. 

The result is that big-time competition by manufac- 
turers of ingeniously attractive machines and devices are 
bombarding Mr. and Mrs., Sister and Brother America 
with every merchandising weapon that big-dollar adver- 
tising budgets can roll into position. 

A natural consequence is that the public is being con- 
stantly, dramatically, irresistibly, confronted with con- 
vincing reasons why they must spend their surplus dol- 
lars on a better car, automatic washer, TV set, vacuum 
cleaner—or any number of things—before they ever get 
down to thinking of jewelry or jewelry store items. 

This is a fact based on government figures. Over the 
past nine years many industries have been more success- 
ful in attracting a larger percentage of the consumers’ 
surplus dollar, while few industries have lost so high a 
percentage as the jewelry industry. 

A look at the charts illustrating this article will give 
you an idea how the public has been distributing its 
retail dollars among the merchants of various industries. 

Now, of course, the total volume of the jewelry indus- 
try has increased during the past nine years, approxi- 
mately from 105 to 130 millions of dollars (about 24 
per cent). BUT the country’s sales at retail have gone 
from 8.5 billions of dollars (in 1946) to 14.2 billions (in 
1954) for an increase of 67 per cent. 

Thus, not keeping pace with the population and eco- 
nomic growth of the country, the jewelry business is 
losing ground to other industries which are more aggres- 
sive—bigger—more wealthy—more homogeneous than 
the jewelry business which is relatively small and highly 
individualized. 


FOR JULY, 1955 


Jewelry 





The jewelry industry’s loss of position in the 
consumers’ spending is no accident, but the cal- 
culated result of tremendous promotions by other 
industries. There are things that can be done 
whereby the individual jeweler, and the industry, 
can reverse the trend. But first the problem: 





Eating & Drinking Women’s App. & Acces. Men & Boy's Apparel 


It is this love of individuality, this false pride of 
going-it-alone that represents one of the greatest threats 
to the growth of our industry and the individual stores 
in it. For, our industry cannot be aloof in this nation- 
wide war for the consumers’ dollars. We cannot remain 
“neutral.” There are no existing natural barriers to 
protect our market for us from the forays of more aggres- 
sive, better equipped competitors. 

We have to fight! 

Yet, as individuals, we do not have the strength to 
stand up to the powers that dominate the retail trade— 
auto, major appliance, mail order, etc. 

So, we must fight with our natural allies—the other 
retail jewelers who have a common interest, a common 
goal, a common enemy. Therefore, right now, in your 
mind’s eye, look up and down your street and ask your- 
self, “With what other merchants can | ally in a cam- 
paign to get more people in our community to buy more 
jewelry?” 

There is only one other merchant who has that com- 
mon desire with you—(all the others are doing every- 
thing they can to work against your desire)—the other 
jeweler, or jewelers, who are your natural allies. Fight- 
ing alongside of them you can present locally a coalition 
that will be better able to combat effectively the local 
regiments of the country’s wealthier industries. 

‘So, how do I proceed?” you might ask. 

One answer may lie in the specific suggestions con- 
tained in the article on the following page. Other ideas 
will be turned out by the imaginative enthusiasm which 
you and your natural allies apply to your continuing 
allied campaign for survival and growth. 

This is not dreamy stuff—it is as real as last month’s 
deficit, it is as urgent as a call from your bank, it is as full 
of good things to come as the future of our country. 

So start today toward a program where you and your 
natural allies, the other jewelers of your town, will get 
your full benefits from the growth of our national econ- 
omy—and its ever-increasing standards of living. (See 
article on next page.) 
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Through the years considerable lip-service has been 
paid to the idea that all the jewelers in a community 
should work together in making people in their com- 


But the life of the 


enthusiasm for such idealistic plans has been too often 


munity more jewelry-conscious. 


ephemeral; too seldom maturing into productive action. 
The upshot is that too many jewelers continue on their 
individual ways, missing out on the opportunity to work 
with others toward a common goal: increased jewelry 
store volume for ALL the jewelers in the town. 

True, these are times that try jewelers’ souls. A quick 
glance at the charts on the preceding page will reveal 
the lamentable fact that most non-jewelry retailers are 
today getting an increasing percentage of the consumer’s 
disposable dollar while the jeweler is getting a decreasing 
percentage. 

Now is the time to become realistic, not quixotic; it 
is time to cease the lip-service and take constructive 
action. For, there are numerous ways for jewelers in 
the same community to work together to increase the 
individual profits of each. It’s actually as simple as 
picking up a phone and calling another jeweler . . . 
but more on that later. Let us first look at some of the 
available courses of action which have successfully per- 
formed for local jewelers who have “buried the hatchet” 
and worked together. 

How? Well, for example, during the past two years 
jewelers in various towns have enjoyed the local benefits 
produced by Christmas supplements published in their 
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IN LAUNCHING SPECTACULAR 


MERCHANDISING 


ATTACKS 











local newspapers. These supplements running 8, 12, 16 
up to 32 pages in size are devoted exclusively to the 
romance, style, utility, beauty—the desirability—of 
jewelry store merchandise and informative editorial ma- 
terial about jewelry store services. These publicity items 
are of course run in conjunction with the advertisements 
of the participating jewelers. Such Christmas supple- 
ments represent a combined effort on the part of all 
jewelers and are designed to make the people in the 
area think, talk, and buy jewelry rather than other less 
worthy gifts during the Christmas gift-giving season. 
Acting individually, no jeweler could possibly afford to 
produce such an impressive piece of advertising. But 
together, competing retail jewelers can create a spectac- 
ular business-producing impact on the local populace. 
They can bring about increased jewelry store sales for 
all. 

Obviously, before any cooperative campaign can be 
initiated, the jewelers of your community must agree on 
the value of becoming allied and the potentials of a 
proposed cooperative promotion. Naturally you and 
other jewelers will want to sit down together and discuss 
the merits and aims of the campaign. And if you would 
like to enjoy the benefits of such a merchandising plan 
this coming Christmas, right now is not too soon for 
you to take the first step. 

That first step is to pick up the phone and call the 
jeweler in town with whom you are on the best terms 
and ask him what he thinks of this idea outlined here; 
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did he see it? More such calls by both of you then lead to the initial 
meeting. 

The Watchmakers of Switzerland, in conjunction with various retail 
jewelers associations in the United States and the Jewelry Industry Council 
have prepared a loose-leaf portfolio on the “Know Your Jeweler” cooperative 
campaign. This portfolio provides the material for step-by-step procedure 
toward a successful cooperative promotion, such as a Christmas newspaper 
supplement exclusively for jewelry stores. 

This portfolio shows specifically how to elevate the prestige of jewelers 
in their communities and at the same time increase sales. It does so by 
making the consumer aware of all the merchandise carried and services 
performed by the quality retail jeweler. 

This particular Watchmakers of Switzerland portfolio explains, for ex- 
ample, how the next logical step in realizing a successful cooperative 
campaign, is, at the first meeting, to elect a steering committee of four or 
more jewelers. Experience shows that the steering committee works most 
efficiently and harmoniously if it includes both cash and credit jewelers, as 
well as both large and small jewelry store owners. Thus, every jeweler’s 
individual needs are taken into consideration and the result is teamwork. 

Now that you have the ball rolling, your group will naturally want to 
elect a chairman. It is also prudent to invite the publisher or business 
manager of your local newspaper to serve as an honorary committee member. 
This assures greater cooperation and also experienced help on the part of 
the newspaper which must, of course, assemble the material and prepare 
and produce the Christmas supplement. 

Arrangements can usually be made with a hotel to secure a meeting place. 
At the meeting of participating jewelers, the chairman explains and reviews 
the purpose of their combined efforts. Physically, the Christmas supplement 
will be made up 60 per cent of individual ads of participating jewelers and 
40 per cent of jewelry editorial reading matter. This reading material will 
play up the romance of gems, the skill and technical know-how of the 
jeweler, his high standards of doing business, and why it is to the public’s 
benefit to know their jewelers. 

Now, supporting editorial reading material and illustrations are available 
irom the Jewelry Industry Council, the American Gem Society, the Watch- 
makers of Switzerland, the Silversmiths Guild, and other groups in the 
industry. A letter from your steering committee to any or all of these groups 
will bring in the needed material. (See list and addresses at end of article.) 

Though this be a cooperative promotion, no jeweler is expected to forsake 
the individual personality of his store. On the contrary, every participating 
jeweler is in a position to emphasize in his advertisement his own business 
philosophy, or special services he offers, or his technical know-how, or any 
particular characteristic of his establishment. He can further develop his 
store’s individual personality with window and in-store displays and direct 
mail which tie-in with the theme of his newspaper ad. 

Since the aim of this allied campaign is not only to provide a mass attack 
on competitive merchants in other lines but also to elevate the prestige 
of the jeweler in his community, the jewelers in your group will want to 
agree at the outset that there will be no giveaways, gimmicks, cut-price sales, 
or other similar promotions allowed to be advertised in the supplement. 


(Please turn page) 


No single jeweler can dent the armer 
promotion machines of the country’s 1 
but by allying himself with other local je 
mount an attack that will assure all loea 
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In line with this, it is a good policy to have some in- 
formed person on the newspaper or the steering com- 
mittee oversee the advertising copy. In the event of a 
dispute concerning ad copy, the committee serves as 
arbitrator. 

Of course, it is necessary to determine the amount of 
advertising space that participating jewelers are likely 
to place. This will provide you and the newspaper 
representative with an idea as to the ultimate size of 
the supplement. Do plan to have all final ad copy 
completed one or two weeks in advance of publica- 
tion. The newspaper's honorary committee member 
can provide such exact mechanical schedule information. 

In the case of jewelers of Hammond, Indiana, the 
second week in November is the deadline for completed 
advertising copy for their Christmas supplements, which 
appear the first Sunday in December. 

This past December, members of the Greater Miami 
Xetail Jewelers Association also ran an impressive 16- 
page supplement in the Miami Daily News. Edward 
S. Rubin, of Original Rubin’s, had this to say: “This 
supplement was an attempt to sell the people of Greater 
Miami on the idea of giving jewelry store merchandise 
for Christmas, while promoting the idea of giving a 
gift with pride in an effort to discourage discount 
buying. Participating jewelers feel that this effort was 
very constructive and highly successful—so much so, 
in fact, that we elected to run a similar campaign some 
time in the spring of °55.” 

Thus the conclusion of a successful cooperative Christ- 
mas merchandising effort campaign need not mark the end 
of cooperative endeavors. Rather, the campaign if as 
successful as most, will demonstrate the value of their 
concerted efforts in other worthwhile, mutually profit- 
able endeavors. Just as the Miami jewelers did when 
after their Christmas promotion, they prepared a 
typical “Know Your Jewelers” promotion for the fol- 
lowing spring. 

The timing and extent of such cooperative efforts 
vary according to the number of jewelers participating, 
the size of the town, the local economic conditions and 
the other factors involved. 

For example, if the jewelers who have a Christmas 
supplement all planned and financed. (for perhaps the 
first week in December) decide to give the drive more 
power, they could have a “Know Your Jeweler Week” 
late in September or early in October. This “week” 
could open with a “Know Your Jeweler” supplement 
ir. the local paper. If the dates of the campaign are set, 
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Launching spectacular merchandising attacks (continued) 








let us say, from October 9 to 15, the supplement would 
appear on October 9. 

The procedures for getting such a “Know Your 
Jeweler” campaign in motion are the same as those 
recommended above, which were taken from the 
campaign portfolio available from the Swiss Watch. 
makers. 

It is also an excellent idea to run a group ad on the 
back cover of the supplement with a proclamation by 
the Mayor announcing “Know Your Jeweler” week. 
This will lend further prestige to the campaign. 

Your local radio station can be utilized in promoting 
“Know Your Jeweler” week. A direct personal ap. 
proach to the station’s program manager or woman’s 
news commentator by a member of the steering com- 
mittee is suggested. 

Two news stories which can be utilized for radio 
promotion—“Your Family Jeweler Has a Distinguished 
Heritage” and “Buying a New Watch—Ask Your Jew. 
eler’s Advice”—are included in the portfolio kit of the 
Watchmakers of Switzerland. 

If a local TV station is in the community, it is sug- 
gested that as in the case of radio, the same contact 
procedure be followed in seeking to promote the cam- 
paign. In working with your television contact, the 
pictorial possibilities inherent in the project should be 
stressed in your conversation. You can offer excellent 
ideas having good viewer interest. Perhaps a fashion 
show or a special diamond exhibit or table setting in- 
formation can be arranged. 

This comprises the bare ingredients of a cooperative 
Christmas, or “Know Your Jeweler” campaign. Its 
simplicity is surpassed only by its effectiveness. This 
campaign has been run successfully in such cities as 
Hartford, Conn.; Pasadena, Cal.; Cincinnati, Ohio: 
Seattle,Wash.; Dallas, Texas; Roanoke, Va.; Riverside. 
Cal.; Milwaukee, Wis.; Adrian, Mich., and Portland, 
Oregon. 

The campaign itself is of obvious value to the jewelers 
of a community. But also important is the fact that 
the campaign brings together jewelers who recognize 
the wisdom of working closely for a common aim. 
Actually, jewelers in a total of 70 towns and cities 
ranging in size from 11,562 to 1,970,358 populations 
have employed this cooperative effort to their individual 
benefit during the past few years. 

We have discussed above two specific projects: 
Christmas supplement and “Know Your Jeweler” cam- 
paigns. There is still another avenue of action open 
to jewelers: group “institutional” advertising. This 
could, of course, supplement the one time “spectaculars” 
discussed above. 

In Wisconsin, a group of jewelers have allied them- 
selves in a concerted drive to offset the trade diversion 
problem. One of their most conspicuous projects is a 
series of newspaper advertisements appearing regularly 
in The Milwaukee Journal. 





THE JEWELERS’ CIRCULAR-KEYSTONE 


















































‘ould 


Your 
those 

the 
atch. 


1 the 
n by 


veek, 


oting 
ap- 
nNan’s 


com- 


-adio 
ished 
Jew- 


f the 


sug: 
ntact 
cam- 

the 
d be 
lent 
hion 


x in- 


ative 

Its 
This 
S as 
hio; 
side. 
and, 


elers 
that 
mize 
aim. 
ities 
ions 


dual 


cts: 
"am- 
ypen 
This 


ars 


lem- 


sion 


is a 
arly 














Gia ie is eee aad 





The campaign presents the jeweler’s “case” to the people of Wisconsin. 
It gives logical reasons why it is to the public’s benefit to buy jewelry 
at jewelery stores; it also educates the public on the services the jeweler 
wives with the products he sells. 

° Their institutional advertising program is financed mainly by jewelers 
located in Milwaukee, but also includes others throughout the state. They 
work in harmony toward a common goal. The main theme which recurs 
throughout their efforts is: “Buy Jewelry from Your Jeweler.” 

A typical ad showed a picture of a “jeweler” with the headline, “Jewelry 
is My Sole Business . . .’ 
Jewelry from Your Jeweler,” dominated the ad. The heading continued, 
« _. Not a Sideline!” 

A good number of these cooperative ads are keyed to seasonal selling 


The shield motif, carrying the message, “Buy 


periods as well as to specific lines of jewelry store merchandise. In none 
of the association’s ads are individual stores mentioned. During previous 
Christmas selling seasons, general type ads were used offering jewelry store 
gift suggestions to Christmas shoppers. 

Last September, the Milwaukee District Jeweler’s Guild ran an ad promot- 
ing a contest with $5,000 worth of jewelry prizes. People were invited to 
write in 25 words or less, “I prefer to buy jewelry from a jeweler because . . .” 
Official entry blanks were obtainable from any of the participating jewelers. 
All entries were required to be deposited at the store of a participating 
jeweler—no entry would be eligible if mailed. This ad, of course, listed the 
jewelers sponsoring the contest. 

Cooperative jeweler-promotions can take as many directions. In smaller 
towns it might be feasible for jewelers to arrange to hold a fashion show, 
the proceeds from which could be donated to a local charity. Each jeweler 
would be credited on the program for the precious jewelry pieces he sup- 
plied. In addition to publicizing their own merchandise, they would achieve 
the effect of making more people in their community jewelry-conscious, while 
getting worthwhile publicity. 

If you are interested in obtaining aid and advice for planning an allied 
cooperative jeweler promotion, the following groups in the industry are 
prepared to cooperate: 


eJEWELRY INDUSTRY COUNCIL, 608 Fifth Ave., N. Y., N. Y. 


*FOOTE, CONE & BELDING, INC., Merchandising Coordinator, Inter- 
national Division, 247 Park Ave., N. Y. 17, N. Y. (Advertising agency 
tor Watchmakers of Switzerland) 


eN. W. AYER & SONS, 30 Rockefeller Plaza, N. Y. 20, N. Y. (Adver- 
tising agency for DeBeers Consolidated Mines, Ltd.) 


e AMERICAN GEM SOCIETY, 3142 Wilshire Blvd., L. A., 5, Cal. 
eSTERLING SILVERSMITHS GUILD, 551 Fifth Ave., N. Y., N. Y. 


If you want to see some constructive action in your community to increase 
jewelry store sales, now is the time to act. Don’t wait for tomorrow. You 
can easily pick-up your phone and call the jeweler in town with whom you 
are most friendly. Ask him if he’s read this article. And ask him if he wants 
to do something about it. 

For, if you are to take effective measures to get your share of the con- 
sumer’s disposable income this Christmas season, you must prepare to act 
now. The Christmas season is a gift-giving season—and every industry in 
the country is aware of it. You can expect increased competition this year 
from the automobile industry, major appliances, and just about every other 
industry in the country. 

So, don’t procrastinate—call your fellow jewelers now. —THE END. 
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is essential in pulling together! | 


In the preceding articles it was noted that the jewelry 
industry’s loss of position in the consumer’s spending 
is not an accident, but the calculated result of tremen- 
dous promotions by just about every large industry in 
the country. Various ways and means of counteracting 
this trend by concerted action on the part of jewelers 
were discussed. 

Now, if the jewelers of any community are to pool 
their talents and energies in working toward a common 
goal—increased jewelry store volume for all—they must 
compete with one another on an ethical business plane. 
One jeweler cannot regard another neighboring jeweler 
as his ally if the latter resorts to misleading and un- 
ethical advertising. Nothing can cause ill-feeling and 
distrust among the retail jeweler community like un- 
ethical advertising on the part of one member. 

Unfortunately, misleading advertising not only creates 
suspicion among jewelers, it invariably spreads to the 
buying public. 

With confidence so important a factor in jewelry 
retailing, it is indeed unfortunate that the unethical 
merchandising of a few can cast suspicion on all jewelers. 
Particularly is this conspicious in extravagant and mis- 
leading advertising. 

In the city of Indianapolis, Indiana, the retail jewelers 
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adopted many years ago “standards of jewelry adver- 
tising.” designed specifically to eliminate the most 
common types of confidence-destroying copy. 

True, the use of advertising standards on an “on 
again, off again” basis is not an infrequent occurence 
in many cities where jewelers have idealistically at- 
tempted to curb misleading advertising. 

But. in Indianapolis, the adopted high standards of 
retail jewelry advertising is not only idealistic—vi is 
practical and effective. These standards have been ad- 
hered to by Indianapolis jewelers for 20 continuous 
years; it is probably the oldest jewelry advertising code 
adopted by jewelers in the entire country. It is worthy 
of emulation by jewelers everywhere. 

The initial drawing up of this advertising code was 
surprisingly easy—but only because of the existing 
unanimity of opinion among the jewelers as to what 
it takes to build and maintain a reputation vital to the 
success of the jewelry business. As Sol Blickman, vice 
president of Rogers Jewelers in Indianapolis, remarked. 
“There is and has been unanimity of opinion because 
we all realize that it is essential to maintain public 
confidence in us and the products we sell.” 

This existing unanimity of opinion can be _ better 
understood and appreciated by the following fact. Ac- 
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cording to the most recent U. S. Government Census of Business, the city 
of Indianapolis has about the largest business volume per capita of any city 
in the country. Thus, the economic climate there is particularly favorable 
to retail jewelry store operation.—And the present, established jewelers 
want to keep it that way. So, it is understandable why amid such economic 
prosperity the jewelers want business ethics maintained on a plane com- 
parable to the economic opportunities. 

The need for standards of jewelry advertising was first recognized by 
Indianapolis jewelers in the early °30’s. For, way back during the depres- 
sion practically all jewelers were either hurling verbal rocks at one another 
in an effort to survive—or resorting to suicidal gimmicks and ridiculously 
unprofitable sales. That is, until profits gradually disappeared. Then, the jew- 
elers saw the wisdom of getting together to draw up an advertising code 
\ which would foster competition on a sane and ethical level to the mutual 
Y benefit of the jeweler and his customers. 

The standards were adopted on November 20, 1935, and have been kept 

up-to-date by periodic revisions. Recently for example, the Indianapolis 

a | jewelers gave careful consideration to the elimination of paragraph 16, 
section 1, which reads, “It is agreed that ‘no down payment,’ ‘nothing down,’ 
or phrases of similar import, shall not be used in jewelry advertisements.” 
They concluded consideration by prohibiting the phrase “no money down” 


! —thus strengthening the agreement. 
: So, we see the standards are subjected to continual review in light of 


changing conditions—except, of course, for those parts of the advertising 
agreement which pertain to the elimination of deceptive or misleading 
advertising. 

At this point, a cynically-minded person might say, “Very fine, indeed! 


adver: But where’s the teeth—what coercive steps can be taken when some way- 
a ward member decides to suspend the code temporarily? What do you do 
7 then?” 
= This possible situation was foreseen at the Indianapolis jewelers’ first 
“ein meeting. At the time the standards of jewelry advertising were drawn up 
ly at- the local Better Business Bureau agreed to act as an enforcement agent. 
In addition, radio, television and newspaper people agreed to police jewelry 
rds of advertising in light of the established advertising code. But the members 
ae voluntarily comply with the standards; in a sense, they are compelled to 
op ad- do so by the very practicality of the code. 
ee Because this code of advertising is, as noted above, worthy of emulation, 
5 code it is being presented here in its entirety. Keep in mind that these standards 
vorthy of jewelry advertising apply to all jewelry advertising of jewelry stores and 
to the advertising of jewelry, watches, and silverware by stores other than 
_ a jewelry stores, as well as watch repairmen. The term advertising as used 
ei throughout the code applies to all types, such as newspaper, radio, hand 
7 = bills, direct mail, car cards, posters, window displays, and television. 
Oo 
_vice — SECTION I—GENERAL 
arked, 1. No inaccurate, deceptive or misleading advertising shall be permitted. 
ee 2. No inaccurate, deceptive or misleading cuts or lay-outs shall be permitted 
public in jewelry advertising. 
a. Shapes of watches and other articles of jewelry must be accurately 
better depicted. 
Ac- 


(Please turn to page 93) 
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you cant live TODAY 
on YESTERDAY | 


By Hyman J. Cohen 


We who are engaged in small industry .. . Jewelry, 
are faced with many, many 
problems . . . . but the basically, 
really important subject is, “What is the Outlook for 


one of the smallest .. . 
all are important . . 


Business in the Jewelry Industry?” 

Because our economic life is tied up with this question, 
because the welfare of our families depends upon the 
answer to this question, you and I| cannot take this prob- 
lem lightly. We must face the fact that the answer 
lies largely in our own hands, for, “Business is only as 
good as you make it.” 

Now jewelers want to, intend to stay in business. 

It would be simple if all that was necessary for 
success was the desire to stay in business. However, to 
stay in business, you must sell—and sell at a profit. 

To make a profit, you must promote lines that are 
desirable and saleable in your own community in the 
city or neighborhood where you are located. 

SELLING is the most important part of your business 
day. Nothing gets started until a sale is made, and “you 
cannot make profits without sales.” 
that. 

Selling for many years was easy .. . too easy for most 
of us. 


It is as simple as 
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Those dealers—retailers, wholesalers or manufacturers 
—who have not taken lightly the easy selling years—find 
their problems now are much more simple. 

Do you remember the days of allotments? The days 
of tie-in sales? The days when some dealers and whole- 
salers, too, were interested in the quantity of goods they 
could get? Not too many worried what type of goods 
they should get? 

Toward the end of that recent era, dealers remained 
excited . . . not the consumers. 

The result was that many a special allotment a dealer 
received from a supplier is still on his shelves. represent- 
ing tied-up capital in.obsolete, unwanted inventory. 

Jewelers at that time were not buying goods for their 
needs. They were buying fear; the fear of not getting 
a shipment. That fear was not justified. The shipment 
arrived on time—sometimes ahead of time. 

For, many suppliers were using the allotment formula 
as a sales gimmick. 

Business now is back to normal. No, it is not below, 
as some are trying to tell us. 

We are, however, in a very competitive market. To 
share in this market will require aggressive. intelligent 


(Please turn to page 123) 
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A typical thought and action stimulating talk by 
Hyman J. Cohen, President, A. Cohen & Sons 





Corp., delivered at the Pittsburgh Conclave of 


the Jewelers of Western Penna., june 8, 1955. 
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JOLN UP or 


On April 13, this significant talk was delivered 
before the annual meeting of the Jewelers’ Re- 
search Group at the Greenbrier Hotel, White Sul- 
phur Springs, Va. 


There probably is no place in the world outside of 
this country, where people are so constantly on the prowl 
for something new, something different, something 
better. 

It doesn’t matter much where you examine this rest- 
lessness. You find it everywhere. Among manufacturers, 
in the search for new materials and new methods. . . 
in the speeding up of mechanization and automation, to 
produce better products at the lowest possible cost. In 
the advertising agency searching for new appeals and 
new angles on more effective distribution. 

At the retail level, again you find the seeking of new 
products, of new methods of display and selling. And 
again, to make it easier, faster, and more convenient 
to shop. 

And so it goes, right on to the consumer level, where 
this restlessness is clearly evidenced in the urge to spend 
less time in the kitchen, less time in the office, less time 
in shopping . . . and more time on recreation and diver- 
sion activities. 

The days haven’t lengthened. Neither have the weeks. 


64 





































by Bernard I. Brownold 


“Bib” Brownold, vice president and 
account supervisor at Grey Advertising 
Agency, Inc., New York, has directed 
the activity of several of their most 
important clients, including Gruen 
Watches, Firestone, Dan River Mills, 
JB Watchbands, and others. He sees 
advertising as no miracle, but as a 
powerful tool of management, provided 
it is integrated with product assets, 
aggressive selling and imaginative 


merchandising at the retail counter. 


CLOSE UP! 


But how much more is now done in the same amount of 
time! We have a smarter public, perhaps, than we 
realize, and with each generation they get a lot smarter. 
To adapt one’s business to these changing conditions is 
an absolute necessity. 

In that light let’s look a little closer at retailing. Let’s 
put the retailer under a magnifying glass. No longer 
isolated. No longer a specialist, as in the past. And all 
too often without a distinct personality. 

The bulk of drugstore sales is not in drugs. The 
grocery store no longer sells only foods. The lumber 
yard puts up a store front and sells hardware and home 
furnishings. The hardware store sells toys, glassware, 
etc. The tire dealer sells sportswear and appliances. The 
department stores are’ experimenting with everything, 
and the discount house, if you will pardon the expres- 
sion, gets in under the umbrella of overproduction and 
high markups wherever he possibly can. 

Let’s take a moment for the much maligned discount 
house. They’re not new. It’s merely a new name for 
an old headache. Still, I think we have something to 
learn from them. When these stores first became impor- 
tant enough to be sworn at by other retailers, I ven- 
tured the remark that the discount houses were more 
likely to change traditional retailing concepts than to 

(Please turn to page 78) 
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Famous Diamond Booklet 


This 3l-page booklet, “The Day You Buy a 


Diamond,” makes fascinating, informative read- 


ing for young couples contemplating the pur- 
chase of an engagement diamond. It tells the 
story of the diamond’s origin and significance, 
gives helpful pointers on choosing a diamond. 
Jewelers say it’s one of the most helpful and 
interesting selling aids they've ever used. 

Be sure to have a good supply on hand... use 


keep diamond sales coming your way 


DeBeers Consolidated Mines. Ltd. 


Helps You Make Diamond Sales 





them as bill enclosures . . . keep them on your 
counters to give to prospective customers. 

Cost is $6 per hundred. For your imprint, add 
$3.50 for first hundred, and $1.25 for each addi- 
tional hundred. If your store is in New York 
City, add 2% sales tax. Order from Diamond 
Promotion Dept., The Reuben H. Donnelley 
Corp., 305 East 45th Street, New York 17, N. Y. 


Please enclose check or money order. 


Tie in with the national diamond promotion... 






Getting Along with Your Competitors 


In those communities where competitive jewelers are friendly, the business 


climate is generally conducive to successful operation. Getting along with 


one’s competitors calls for give and take, understanding and cooperation. 


1, speaking to jewelers in all sections of the 
country over a good number of years, this writer has 
often heard, “The chief trouble with the jewelry busi- 
ness is some of the people in it.” 

Now, getting along with one’s competitors is not 
simple; yet, neither is it in the realm of the impossible. 
Basically it calls for a good deal of give and take, under- 
standing and cooperation. But it pays off handsomely 
in many direct and indirect ways. For, invariably the 
towns where competitors do get along with one another 
are those in which every jeweler is prospering. 

Even experienced jewelers who go as far as to avoid 
speaking to competitors admit that the local situation 
would be much better for all concerned if they sat down 
and discussed mutual problems. Invariably they insist. 
however, that “with the kind of competitors | have here” 
such an end is impossible. 

True, sources of friction exist in most business com- 
munities. As is being demonstrated in many cities every 
day, these sore spots can be eliminated and cordial com. 
petition can replace the undeclared war within the local 
industry that exists today. 


ACTION ON LOCAL LEVEL 


Getting along with one’s competitors requires both 
group and individual action on the local level. Each 
must contribute more than he receives to the local pro- 
gram, for in many cases there will be one individual 
whose stubbornness cannot be overcome except over a 
considerable period of time. 

What many jewelers are doing today to foster pleasant 
competitive situations in their own areas will now be 
discussed. It is offered for each reader’s consideration. 

Local group organization is essential. Where the com- 
munity is not large enough to support an association the 
jewelers can benefit with a club which will meet for 
social and business problem discussion at least once a 
month. In such meetings people tend to get better ac- 
quainted with one another, and understand the other 
person’s problems. With understanding we acquire the 
necessary tolerance for the “mistakes” of others. 

This same principle applies right down to communi- 
ties where there may be but two or three jewelers in 
business. The better acquainted these competitors can 
become the less friction will develop among them. Some- 
limes it may take a good deal of bending over back- 
ward on the part of one to develop such a situation but 
the end result always justifies such sacrifice. 

These meetings afford an opportunity to exchange 
business experiences, information and data which will 
contribute toward a healthier profit situation for all 
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by ERNEST W. FAIR 


concerned. Experience shows that when they are limited 
to business problems and no effort is made to make the 
relationship too personal, better results are usually ob. 
tained. 

More business friendships have been ruined by cus- 
tomer gossip than any other cause. There are always 
individuals who love to see people boil over when they 
spill out tales of what a competitor allegedly said or did. 


IGNORE CUSTOMER GOSSIP 


Where the highest degree of business amiability exists 
between competitors we invariably find that no one jew- 
eler pays attention to such gossip from customers or any- 
one else. He listens to what they have to say and never 
forms an opinion or expresses a thought until he has 
made a personal check on that information. 

Often an unhealthy situation exists due to jealousy or 
resentment of the success of another. Invariably we have 
found the most successful jewelers give full credit to 
good ideas their competitors may have originated or 
developed. They do not try to challenge them, but in- 
stead expend their efforts in developing their own ideas. 

Readiness to help one’s competitors in times of ad- 
versity or disaster has always resulted in friendship 
among businessmen. This was demonstrated in two 
nearby cities both hit by a flood at the same time. In 
one community there were four firms in a single field; 
one firm was hit badly by the flood. The other three got 
together and donated equipment and facilities to help the 
fourth stay in business until he could get on his feet 
again. These four businessmen are today closer than 
most family members. 

In the other city there were five firms doing the same 
type of business. Two were badly hit by the flood. The 
three remaining businessmen were delighted. They did 
everything they could to see that the other two were 
kept in that condition with the thought of taking over 
the business formerly enjoyed by the two competitors. 
They didn’t succeed. ‘Today business is so bitterly com- 
petitive that no one is making out too well. 

Work with competitors in all types of civic organiza- 
tions from the Chamber of Commerce to social and busi- 
ness clubs. Such a spirit of cooperation is catching. 
It also discourages the gossip-mongers who delight in 
setting one businessman against another. 

Developing cooperative promotions from time to time 
is an excellent way of increasing friendly relations be- 
tween competitors. They give people a chance to work 
together on a single idea for the common good. 
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THE SELECTION COMMITTEE: IRENE DUNNE, RAYMOND LOEWY, PIERRE MATISSE, DON LOPER, AND VIRGINIA POPE, 


Constructive suggestions of Diamonds 
U.S.A. judges provide material for serioys 
consideration by all who are interested jn 
the design—and the sale—of diamond 
jewelry. 






Authorities APPRAISE CURRENT DIAMOND DESIGNS 


“All too often, the jewelry designer is bound by 
tradition. He thinks in terms of what sold last year—or 
ten years ago—instead of what is appealing to contem- 
porary buyers.” 

“Jewelry which seems to say ‘Look how many dia- 
mond I can afford!’ is all wrong. A woman might as 
well pin 2000 shares of General Motors stock to her 
lapel.” 

These comments on precious jewelry produced today 
were made respectively by Virginia Pope, noted fashion 
reporter recently retired as fashion editor of The New 
York Times, and Raymond Loewy, one of the world’s 
most oustanding industrial designers. Both are members 
of this year’s Diamonds U.S.A. Awards Selection Com- 
mittee. 

The other Committee members are Pierre Matisse, 
director of the Pierre Matisse Galleries in New York 
City and son of the famous French painter; Don Loper 
leading Hollywood fashion designer; and Irene Dunne, 
motion picture star internationally famous as one of the 
best-dressed women of screen and society. 

Heavy, ornate settings drew a sharp comment from 
Pierre Matisse. “It looks like armor-plate,” he said. 
Irene Dunne complained that many pieces are “too busy 
and not becoming.” 
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Don Loper criticized today’s designer on two counts, 
“He forgets that he is creating an accessory to a living 
woman, not a free-standing sculpture. Or he borrows 
an idea from the past, but instead of a brilliant new 
variation, he produces a poor copy.” 

The occasion for these pointed criticisms of much of 
today’s precious jewelry was a meeting of the dis- 
tinguished Diamonds U.S.A. Awards Selection Com- 
mittee recently to choose designs for the 1955 collection. 
Simplicity was the quality they cited as the common 
denominator of good design. (Incidentally, the finished 
pieces produced according to the designs chosen, will 
be shown to the press at the Diamonds U.S.A. Awards 
Show at the The Plaza Hotel, New York City, on Octo- 
ber 19). 

From their widely differing fields, they brought a 
variety of points of view to bear on the designs they 
singled out. But they all agreed on one point: that good 
design for diamond jewelry must grow out of the char- 
acter of the gems themselves rather than being treated 
merely as a pattern decorated by diamonds. 

Where to fix the responsibility for the faults in today’s 
jewelry design was a question the Committee members 
did not explore specifically. It is well known that this 


(Please turn to page 89) 
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Color as a Guide to Gemstones 


Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one of two alternatives. 


Part IX (a) 


(102) Diamond is the universally recognized acme 
of quality among the colorless stones, though very few 
diamonds are actually free of any color. To experienced 
jewelers, diamond recognition presents little difficulty. 
Diamonds have a luster unlike that of any other gem, 
and their facets have sharper edges and flatter surfaces 
as a result of the unique requirements for their fashion- 
ing. Table flatness, right outto the edges, can be noted 
by observing the lack of distortion or curvature in edges 
and straight lines in images reflected in that surface. 
Softer stones are rounded at the facet edges and the 
lines of a distant window frame look curved as they 
near the edge. 

Single refraction is an additional factor affecting 
diamond’s beauty, permitting a clarity which is unob- 
tainable in a doubly refracting stone. (See notes 111, 
112, 114, and 115). Examination through a loupe or a 
microscope of the stone’s interior shows no sign of a 
doubling of the back facet edges (in contrast to the 
extreme fuzziness of a white zircon) ; hence it is a useful 
property for observation. 

The variable fluorescence of diamonds in ultra-violet 
light can be a useful test; for a very high percentage 
fluoresces more or less brilliantly in this invisible light. 
The response varies from a bright blue to green, yellow 
and orange, with blue the most frequent. (Premier’s 
are the most fluorescent of all diamonds and show their 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


blueness in ordinary daylight.) In any piece of diamond 
jewelry there must be a fair percentage of fluorescent 
stones. It is often easiest to examine such a piece in 
UV light before making any other examination. In the 
case of antique Indian jewelry set with colorless rose-cut 
stones which could be colorless zircons, white sapphires 
or diamonds, the UV test is certainly the first one. When 
a high percentage of blue, yellow, green and orange 
fluorescent diamonds shine out of a piece, there is a 
strong presumption that the balance of the stones will 
also be diamonds. 

The hardness of diamonds is another observable prop. 
erty. One can, of course, have a polished bit of white 
sapphire and try scratching it; delicately and with very 
little pressure. Even this is not necessary when the 
diamond being studied has been worn at all. Any similar 
colorless stone will show more or less abrasion of the 
crown within a comparatively short time. 

The cutting is rather distinctive. Only in recent years 
have any brilliant diamonds had polished girdles, so a 
rough girdle can also be an indication. In the effort to 
obtain a maximum recovery from the rough it is very 
common to leave some of the original crystal surface 


(Please turn to page 82) 





TABLE IX—COLORLESS STONES 


(“White” and almost white) 


NAME REFR. INDEX HARDNESS REFRACTION SPECIFIC GRAVITY NOTE 
DIAMOND 2.41 10 single 3.52 102. 
ZIRCON 1.95 74, double 4.69 103. 
Sapphire 1.76 9 double 3.99 104. 
Spodumene 1.67 7 double 3.18 105. 
Tourmaline 1.63 714 double 3.10 106. 
TOPAZ 1.62 8 double 3.53 107. 
Beryl 1.57 8 double 2.68 108. 
QUARTZ 1.54 7 double 2.65 109. 
Opal 145 6 single 2.00 110. 


Synthetics, artificial compounds and imitations 





























TITANIA 2.62-2.90 614 double 4.26 111. 
STARILIAN 2.41 614 single 5.13 112. 
Diamond Doublet 2.41 10 single 3.52 113. 
SAPPHIRE 1.77 9 double 3.99 114. 
SPINEL 1.73 8 single 3.63 115. 
GLASS 1.50- 1.68 51-61, single 2.36-4.15 116. 
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A. Bridal promotions need not be 
confined to June; weddings do take 
place during every month in the year. 
In this display a giant gift-wrapped 
box fills the background. The copy 
scroll extends across the background 
with appropriate merchandise neatly 


arranged on the window floor. 


B. Every day is someone’s wedding 
anniversary. In this suggested window 
display, excellent use is made of a 
framed photograph of a bridal couple 
to set atmosphere. Another feature is 


a complete list of gift suggestions. 


Ever y day CQ ... GIFT-GIVING DAY 


by Virginia Dixon 


The selling of gifts is one line of merchandising 
which is good for promotion throughout the year. 
Every day is somebody’s birthday—or anniversary—or 
wedding day—or a new baby arrives—or there is some 
occasion for expressing affection, remembrances or a 
very special “Thank you!” There is no doubt that a 
gift from the jeweler’s is accepted as carrying with it 
an extra measure of thoughtfulness and affection, but it 
is necessary for the jeweler to maintain a consistent and 
forceful promotion of his gift merchandise in order to 
corral his share of gift business. There is plenty of 
competition to meet and even the most loyal customers 
need reminders to bring their attention to you. More 
often than not, it is not the expense of the gift from the 
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jeweler that prevents its purchase. Just as much may 
be spent on candy or flowers which are quickly gone and 
forgotten, as will purchase a charming and lasting re- 
membrance in the jeweler’s. But the prospective pur- 
chaser may need a reminder of this in order to bring 
him into the store. 

Window displays are probably the best medium for 
this gift promotion, since no one is more prone to 
“window shopping” than the person in search of a gift! 
So, actually you should have a gift display in your 
windows the year round . . . if not a whole window all 
the time, at least frequent spot displays with an occa- 
sional entire window of gift suggestions both specific 
and general. A continuous and consistent program will 
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A superb assortment of beautifully 





crafted platinum and 14K gold jewelry 
that serves as your storehouse for fine 
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diamond jewelry in every price range. 
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Ulastrated are but a few representative 
pieces from our complete collection. 
Our entire line is available 


on memorandum for your approval. a 


ESTABLISHED 1892 ; 


AFFE & SON «ike. 


Makers of Fine Diamond Jewelry 


64 WEST 48 STREET, NEW YORK 36, N. Y. 


may 
Felix Levy, President — Wm. J. Ober, Sec.-Treas. 


e and 
\o Te 
- pur: 
bring 


n for 
ne to 
gift! 
your 
yw all 
occa- 
yecific 
n will 











i wi sn sina . “ Sssaisns i ah nda nie Si SS eae aE a ll 


STONE: FOR JULY, 1955 73 





















Gift-giving day (continued) ... 
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soon establish your shop as a gift center and will not 
only increase sales of gift merchandise, but will bring the 
added sales which always follow increased store traffic. 

Your gift display program must consist of more than 
just a mixed selection of merchandise labelled “Gifts.” 
Displays should be specific in their suggestions. Pro- 
mote all the standard gift-giving occasions throughout 
the year—Valentine’s, Easter, Mother’s Day, Father’s 
Day, Graduation, and so forth according to the calendar 


— interspersed with Birthday, Anniversary and Shower gift 
displays . . . Gifts for the Hostess . . . for the Sportsman 
... for the Traveler . . . for the New Baby and as many 


other specific instances as you find suitable. Do be sure 
not to overlook either men or children in your gift pro- 
motion plans. 

By being specific in your gift suggestions and asso- 
ciating your merchandise with particular occasions and 
types of people, you make it easier for the prospective 
purchaser to identify your merchandise with his par- 
ticular gift problem. 
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€. “A Birthday for Someone Special!” is 
the theme of this display. For center 
unit, one might use either a large fake 
display type birthday cake—festively 
decorated—or a Jack Horner birthday 
pie. In either case, narrow ribbons are 
extended to merchandise arranged on 


elevations and plaques around the cake. 


D. This display is suitable for any 
occasion, at any time. “The Gift in the 
Jeweler’s Box Always Says More” is the 
copy theme. Merchandise is displayed in 


boxes on circular elevations. 


Io choose the merchandise you show in these displays 
with thought and care. Make your suggestions really 
helpful and you will soon have a host of grateful cus- 
tomers who will return often. Do show prices with your 
eift merchandise. Price is a very strong factor in gift 
selection—more so than when making purchases for 
personal use. It is also sometimes necessary to over- 
come the feeling that because the merchandise is in a 
jewelry store window, the price may be out of reach. 

Be sure to make the best possible use of the jeweler’s 
trump card in your window copy—the fact that “Some- 
thing from the Jeweler’s is something special.” 

Accompanying sketches suggest several gift promo- 
tion displays. “Gifts for the Bride!” are high up on 
the jeweler’s promotion list and displays featuring them 
need not be confined to June. Wedding statistics now 


show a healthy marriage rate for almost every month 
of the year! A giant gift-wrapped box fills the back- 


eround of Sketch A. Wedding bells and flowers are tied 
into the ribbon bow. Copy scroll extends across the 
(Please turn to page 88) 
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CENSOR BROS. & ROSENBLUM 


Diamond Importers @ Manufacturers 


71 West 47th Street © New York City 
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by 
DESIGNS 


TECHNIQUE 


These illustrations of 
pins and earrings are 
' in the modern manner. 
Gold metal is used 
tastefully with pearls 


and diamonds. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by capitaliz- 
ing on the customer’s interest in design. By becoming 
familiar with these designs you will be able to sketch sug- 
gestions that will impress your prospects. You need not be 
an artist to do this; a pad of tracing paper and some 
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practice should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing folder 
for quick reference or they can be shown to those “hard- 
to-please” customers. They can even be framed and dis- 
plaved in your store. 


THE JEWELERS’ CIRCULAR-KEYSTONI 











ESTABLISHED 18 6 6 





IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N.Y. 
London: 32/34 Holborn Viaduct 
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We are always interested in purchasing estates—or 
jewels which your customers submit to you for sale. 


Star Sapphires 
Star Rubies 
Sapphires_ 
Emeralds ~ 
Cat's Eyes 


We have a large 
stock of Precious 
Stones, mounted and 
WT alsakel fali-toMagelaa) 
which to make your 
selection. Let us 
cooperate with you 
on your special 
calls. 





JEROME RICHHEIME 


OUus OF 4y 
Ta moos? 





608 FIFTH AVE. 7 


Phone Circle 55673 
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Join Up or Close Up! 
(From page 64) 


be changed by them. 

By now, | feel it is rather obvious that no discount 
house could exist if it did not serve some economic pur- 
pose. If there wasn’t a plethora of merchandise in so 
many fields—if there wasn’t a big enough spread in the 
retail selling price—and particularly, if the consumer 
wasn’t satisfied with what she bought and the price 


‘paid, there simply wouldn’t be any discount houses. 


So today, every retailer seemingly is cutting in on 
what used to be the other retailer’s own private little 
domain. 


HOW DOES THE JEWELER FIT IN? 


And how does the retail jeweler fit into this seemingly 
confused mishmosh which retailers in so many fields 
have cooked up? There’s no question but what he has a 
real fight on his hands to maintain any kind of identity, 
on which to soundly project his business. Still, | think 
he has plenty to fight with and in addition he can take 
a lead from his competitors . . . rob those who have 
robbed him. The fact is, that has been going on, but not 
in as determined a way as possible. 

The jeweler no longer has to be just a jeweler, as [| 
am sure you are well aware. But what he is, I don’t 
think is entirely clear to himself or to the public. This 





# FC—$65 


Earrings with 2 _ finest 
quality cultured pearls, 2 
full cut 
diamonds. 14K white gold 


round, brilliant, 


# 8-T—$35 

Twin Ring, finest quality 
cultured pearls, 2 flawless 
and perfectly cut dia- 
monds. 14K white or yel- 
low gold. 


# 93—$35 
Finest quality Cultured 
Pearl Ring, 2 flawless and 
perfectly cut diamonds. 
14K white or yellow gold 


The LEVKOV Collection in- 
cludes cultured pearl rings, neck- 
laces, earrings and drop earrings 
from $35 to $3000 Keystone. Also 
cultured pearls and 14K gold tie 
tacks from $5 Keystone. Send for 
free illustrated folder. 
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needs to be cleared up so that traflic (the life blood of 
any retailer) may be regularly drawn to his shop instead 
of others. 

A suggestion | have to offer is designed to meet a need 
of the jewelry trade. This need is the clarification, the 
definition of today’s jewelry store, so that the public 
gets a true picture of all those stores stand for. 

Let me suggest this idea . . . a specific . . . a beginning 
to provoke thinking on the subject. Suppose that jewelers 
adopted a new designation which they would then fea. 
ture; something you would feature in your individual 
For example, “Gift Headquarters”—oy 
“Personal Gifts” and along with this designation, a 


communities. 


secondary phrase, “The finest at every price.” 

The appeal on this is so basic it would apply in any 
city or in any part of the United States or Canada, 
Smart bulking of big, dramatic space for every occasion 
from Valentine’s Day to Christmas would bring you 
continuity of interest and traffic and a loyal following. 
And it isn’t necessary always to feature merchandise, 
Sell the idea of coming to your store—the fun, the 
pleasure . . . yes, and the savings, too. This different 
treatment would make your advertising stand out and 
be remembered in distinct contrast with the usual ads 
most retailers run. 

Forgive me if I talk about advertising first in this new 
kind of jewelry store. I have painted a rough picture 
of the face that would be presented to the public. Now, 






















ALL WAYS RIGHT 


PRICE—RIGHT 
STYLE—RIGHT 
QUALITY—RIGHT 


FROM $35 


ALL PRICES KEYSTONE 


Illustrated are a few fast- 
sellers we'll be happy to 
send you on memorandum 
—immediate delivery. 


ILLUSTRATIONS ENLARCED 
For Repropuction 
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_ A FEATURE OF THE P & K LINE. 

A must for your customers who appreciate beauty 
any and quality. Set retails for $13.75. Cuff links $8.50. 
ida, Your wholesaler has them. Ask him to show you 
sion the entire line. 

yu PITMAN & KEELER 

104 COUNTY STREET, ATTLEBORO, MASS. 
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AUTOMATIC CHAIN CO. © PROVIDENCE, R. |. 





“TOTS-n-TEENS” BDA 
Your future customers. Begin right now 10 KT. 
with BDA Birthday Rings. GOLD 
RINGS 
for 
Babies 
Tots 
Teens 
Ladies 
Boys 
Men 
RINGS for 


all your 
FREE Ring Size Cards In Birthstone Colors Customers 


Order only thry BDA WHOLESALER 





3557-95-512 





























1495-1496-1497 
Crucifix and chain in gleaming 1/20—I2K yellow and white 
gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. 


H. F. BARROWS CO. 
NORTH ATTLEBORO, MASS. 
















EMBLEM JEWELRY — 
A wide variety of 
popular emblems 
highlight many of the 
La Mode men’s ests. 
This MASONIC set in 
shining yellow gold 
plate features a two- 
color hard enamel 
emblem center piece. 
Sets Retail for $9.00 


RIPLEY & GOWEN CO., INC. — Attleboro, Massachusetts 


Irons and Russell’s 


NEW EMBLEM RINGS 


Illustrated: Masonic 
Blue Lodge ring with 
heavy 10K yellow gold 
shank . . . heavy white 
Masonic trim, trowel, 
level and acacia on 
sides. 


No. R-812 
$45.00 each Keystone 








IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 
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as important as is the face you present the public, 
equally important is the attached body . . . the merchan- 
dising muscles to put real life into this figure. 

The best source on how to make changes to meet 
changes in public habits is the public—your own cus- 
tomers, 

Let us explain to our customers and prospects that 
we plan to build a new kind of jewelry store, a bigger 
and better one, and that we will welcome their ideas. 

Maybe you will do this indirectly. In any event care- 
ful research questioning will bring you a clear picture 
of just what your customers want. And I have a hunch 
it would be mighty revealing. Also, your customers will 
be alert to what you do subsequently because you will 
have made them partners in your plans. 


TRADITIONAL SELLING PRACTICES 


No doubt you will find the traditional manner of sell- 
ing in certain merchandise classifications, is no longer 
expected, or even wanted. The modern woman who is 
accustomed to shopping and waiting on herself in an 
air conditioned supermarket, will even prefer the air 
conditioning in your store to the chattering of sales 
clerks . . . on certain products. Maybe that’s for cos- 
tume jewelry, or cameras, or lighters. That’s for re- 
search and you to decide. I am sure the customer who 
is willing to go without service or attention elsewhere 
would much prefer to buy her electrical appliances from 
you, if you can only approach the prices of the discount 


house. If you must approach his type of service too, | 
say let’s rob the robber if it will keep the customer. 

But I think the day has gone, or is fast going, when 
every single department in a retail store, regardless of 
its type, must work on exactly the same principles of 
customer service—when every product deserves the same 
markup, without regard for the kind of product it is 
or the service necessary to sell it. Again I say, the 
public is getting too smart for that. To me, they make 
it quite clear that they are willing to pay, and only 
willing to pay, for what they want—in goods and in 
service. If the retail jeweler doesn’t serve them that way, 
someone else will. 

Regardless of which way you proceed, and it needs 
a lot more blueprinting than this discussion permits, 
I feel you will agree that the retail jeweler must change, 
as all retailing is changing, if only to keep pace with 
the all-consuming public restlessness I remarked upon 
at the outset. In my opinion, it is inexorable. If every- 
thing I have intimated seems difficult to undertake at 
once, I would like to see some intermediate steps taken 
that might help you to evaluate at least a gradual 
approach to this new kind of jeweler. 

Looking back at my remarks, some of which may seem 
brash, some of which may not be strange to you at all, 
I really don’t believe I am suggesting anything so daring. 
Where would any jeweler be today without some of that 
daring? You have probably taken many steps far more 
radical, and you will keep on doing so. This I believe. 
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Rubies, Star Rubies, Sapphires 
Star Sapphires, Emeralds, Catseyes . . . 
Loose or in Platinum Diamond 


Mountings of exclusive design 


BARNETT ROBINSON, Inc. 


Formerly ROBINSON & SVERDLIK 
610 FIFTH AVENUE 
Rockefeller Center 
NEW YORK 20, N. Y. 
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For the World's Finest Cultured Pearls 


and Promotions for Volume Sales 


Ts Imperial 
CULTURED PEARLS 


NATIONAL AMERICAN NATIONAL 
JEWELRY FAIR RETAIL JEWELERS 
Chicago, Illinois New York, N. Y. 
Conrad Hilton Waldorf Astoria 
Hotel Hotel 
July 24-July 28 August 14-August 18 
Booths 90-107 Booths 39-40 




















Imperial Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 


Detroit 
New York Chicago 914 Michigan Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. Theatre Bldg. 607 So. Hill St. 
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for I am sure that must be the spirit which has made 
the jewelry business survive with such strength through 
all the adversities it has faced during the years. The 
years immediately ahead will call for more of this same 
spirit. 

The French have a motto: “Toujours l'audace!” Let 
it be yours. 


Back-to-School Window Display 





The central point of attraction in this back-to-college display of 

Smith Patterson's, Boston, was a cutout map of New England. Some 

New England colleges are named on directional signs at the top. 

Featured merchandise included watches, ash trays, electric shavers, 
travel clocks and leather goods. 








Color as a Guide to Gemstones 
(From page 70) 


on the stone at the girdle, a “natural.” The character. 
istic surface of a diamond, sometimes with the small 
triangular markings, can sometimes be seen. These are 
sure signs of a diamond. 

One can seldom get any light through the side of a 
real diamond that has been placed on a polariscope, but 
the old synthetic white sapphire imitations, recently re. 
vived under a new trade name, reveal their double re. 
fraction with ease. 

In general, diamonds require no testing. Their luster, 
polish, durability, proportions, even their mountings, 
everything about them is distinctive. The newest of the 
laboratory white stones shares many diamond properties, 
but is lacking in one essential, hardness. Eventually, 
the hardness test may become our standby, especially 
on very small stones, and while Starilian will also scratch 
glass, it cannot do it with diamond’s ease. Try any ques- 
tionable stone on a piece of glass, but don’t gouge, we 
don’t want to cut a new window pane or damage our 
unknown; just make a light scratch and look at it with 
a loupe. This way we will do no harm to a diamond 
(See note 112). 

(103) White zircons have been sold under a variety 
of names in addition to their rightful one, and their 
popularity in America as imitations of diamond dates 
from early in the 20th Century. It was then that it was 
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DIAMOND CUTTERS 
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NATIONALLY ADVERTISED IN LEADING CONSUMER MAGAZINES 
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discovered that the heating of brown, Indo-Chinese 
zircons would transform them to white stones with de- 
sirably high refractive indices and reasonably strong 
dispersion. However, they also have a characteristic 
double refraction which makes them distinctive, so that 
they really present no problem of recognition, Even 


small stones mixed into lots of diamond melée can be 
spotted with a polariscope when the need arises. Larger 


stones will almost immediately show signs of wear on 
the facet edges and become instantly recognizable. (One 


of the big problems of the zircon industry is keeping the 
stones unnicked until they can get onto a finger!) Under 


long wave ultra-violet light, zircons show a rather con- 
sistent yellow fluorescence, in contrast to the variable 
response characteristic of a lot of diamonds. 


WHITE SAPPHIRES ARE RARE 

(104) Naturally white sapphires are rather rare and 
will seldom be seen in Western jewelry. On the other 
hand, it is not at all uncommon in Indian pieces, par- 
ticularly in antique jewelry. If the stone is of modern 
cut, and mounted so that it can be placed on the stage 
of the refractometer we can use the refractive index as 
an indication. In antique jewelry we usually find rose- 
cuts and deeply set tables not adapted to this test, so 
no measurement can be made. Such stones frequently 
fluoresce orange, much more orange than the yellowish 
zircons, and often one or two stones in a piece will show 
“silk.” This is commonly all the indication needed, for 


Indian jewelry tends to be rather consistent in the plac. 
ing of stones, and a single positive identification is of 
great significance in the decision about the balance of 
the stones. Of course, in modern pieces with accessible 
stones, the refractometer and _ polariscope tests are 
adequate. 

(105) Colorless spodumene is seldom a commercial 
gemstone. For decoration it has no special virtue in 
spite of its relatively high refractive index, for its easy 
cleavage makes it a poor wearing stone and _ lapidists 
consider it difficult to cut. Consequently, except for col- 
lectors, it finds no market and the jeweler is unlikely to 
encounter it, even as “colorless kunzite.” It can be 
identified on need, by the double refraction and the 
refractive index. 

(106) White tourmaline is another of the collectors’ 
stones. Colorless tourmaline has more interest and more 
value to the connoisseur in its unusual lack of color, than 
the commoner and better known colored varieties. Color- 
less crystals are rare, and colorless cut stones will only 
be encountered by the specialist. Truly colorless stones 
would be hard to tell from topaz by the ordinary tests, 


for that mineral is also doubly refracting and near 1.63 
in refractive index. In an emergency one can try several 


specific tests. Tourmaline’s specific gravity is consider. 
ably lower than topaz’. The birefringence, that is the 
difference between the highest reading and the lowest 
reading, is greater for tourmaline, so a study of the 
range will be helpful. An interference figure, if it can 











Spring-A ction Juuelry 





1330. Oval Bracelet 
$80.00 Keystone 


Brings New Appeal to 14K Gold! Jewelry is held secure by 
tension of concealed spring.* Fashion and Function combine in 
the smooth, Spring-Action fit of every item to provide snugness 


and comfort — and the ultimate in pride for the wearer. 


Created by Craftsmen, Sloan & Co. jewelry is matchless in 


beauty and design. ——— 
CLOSED 


9094. Matching Earrings 
$74.00 Keystone 


9230. Tapered Earrings 


Many other earring styles available. 
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THE OLDEST NAME IN FINE JEWELRY 
Established 1841 
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of DIAMOND BRINGS... Designed for Glass Appeal... 


CROSS the nation, many 
reputable Jewelers are building 
orofits and prestige based on the 
Courtney Idea——that consumers 
can buy diamond rings of ele- 
gance without extravagance . 
This idea is supported by the 
superb care with which each 


Courtney ring is created... The 


diamonds are painstakingly 


checked to be sure they meet the 
highest standards of quality in 
color, cut and brilliance... .. 
The mountings are excep- 
tional for their superlative crafts- 
manship and distinctive design 
... You can count on Courtney 
for quality diamonds that can be 
sold with confidence - . . . worn 


with everlasting pride. 


PLACE YOUR CONFIDENCE IN 


J 


Priced for Mass Appeal 





DIAMOND SOLITAIBES and WEDDING BRINGS 


JOHN J. COURTNEY & CO., 452 FIFTH AVENUE, NEW YORK 









be obtained between two pieces of polaroid is useful, for 
tourmaline gives a uniaxial cross. 

Actually, when we compare tourmaline with a iruly 
colorless stone, like topaz, we are likely to find a hint 
of pink or a thread of blue which gives a suggestion of 
color to the stone. 

(107) Colorless topaz is one of the commonest of the 
white stones. Many so-called “white sapphires” are sold 
in Ceylon, yet truly white sapphire of gem quality and 
Most 


such Ceylon stones are actually colorless topaz. Though 


natural in origin is most unusual (see note 104). 


they make excellent clear and brilliant stones, they seem 
to lack fire, an indication of a fairly low dispersion. The 
double refraction is so slight that there is no conspicuous 
doubling of the back facets when the culet is viewed 


through the table (though it shows up in a “card test” 
without trouble). This may account for its brilliance 
and clarity in relation to some other stones. Topaz is 
easily identified by the refractivé index test, among 
colorless stones the refractive index test is most dis- 
tinctive. The double refraction seen in the polariscope 
will then confirm the identification. The high specific 
gravity is also helpful, if that can be determined. 
(108) Colorless beryl was formerly more widely used 
and was once more frequently encountered than it is 
today. Around the turn of the century, when American 
gem localities were being exploited, it was marketed 


(from Goshen, Mass.) and 


‘goshenite” 


under the name 








was considered a relatively rare and desirable stone. 
However, colorless beryl is very common today, so it js 
seldom cut, except for collectors. Its recognition is easy 
with instruments (and practically impossible without 
them), for no other colorless stone has a refractive index 
of about 1.57 and is also doubly refracting. 


NJA Convention 


(From page 52) 


of Foote, Cone & Belding advertising agency, who will 
deliver a speech entitled, “Mr. Retail Jeweler—Where 
Are You Headed?” 

On Monday morning, July 25, Dr. Frederick H, 
Pough, eminent scientist and gem consultant to JC-K, 
will deliver an illustrated lecture on the latest develop. 
ments in connection with natural, synthetic, man-made 
and heat-treated stones in jewelry. The lecture will in- 
clude scientific data regarding man-made diamond 
crystals, 

Also scheduled for Monday morning is a forum on 
“How Can I Finance My The 


moderator of this session will be Kenneth R. Wells. vice 


Instalment Sales?” 


president of the American National Bank and Trust Co. 
of Chicago. The members of the panel will be S. W. 
Skidmore, National, Inc.; Indianapolis, Ind.; Herman 
Wasserman, The Watch Shop Jewelers, Louisville, Ky.; 
William J. Botto, Jewelers Acceptance Corp., New York: 


reflected in 


a lovely ring... 


Delicately fashioned in 14K yellow gold, 
this unusually graceful 
lady’s ring has a cluster of seven 
diamonds set in the center of the onyx... 
another example of Church superb styling 


and excellent workmanship. #2978 


CHURCH 4 COMPANY Manufacturing Jewelers, 


2 Garden Street, Newark 5, N. J. 


vi American 


Trade mark registered in U.S. & Canada 
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JEWELERS ACCEPTANCE CORPORATION 


608 FIFTH AVENUE . NEw YORK 20. N. y. 
Plaza 7-8680 





WILLIAM J. BOTTO 
Executive Vice President 


LEWIS R. EISNER 
Credit Manager 


GERALD BLUM 
Representative 
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AT CHICAGO 
SUITE 2300-0 
CONRAD HILTON 
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Since 1890...the World’s 


Largest Selections of 


aes 


have been offered by 


WACK: 


AVAILABLE THROUGH YOUR WHOLESALER 


Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 
Sport and Technical Use 

*% 


* GUINAND TIMERS 
* GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 36, N.Y. 











and A. E. Brendel, vice president, A. J. Armstrong Co 
Inc., New York. : 

On Monday evening, a special forum will be siven 
over to the problems confronting the small retail jeweler. 
Paul Leeds, Leeds Jewelers, Highland Park, Ill, wil] 
explain difficulties encountered by him in trying to make 
his watch repair department earn a profit and serve as a 
springboard for jewelry sales. Mel Foer, Melart Jewel. 
ers, Washington, D. C., then will explain and illustrate 
with the use of charts what he has been able to accom. 
plish toward streamlining his watch repair department. 
Howard S. Schrantz, president, and Arthur F, Beck, 
executive secretary, Horological Institute of America, 
will explain what their group’s certification program can 
and has accomplished for the ultimate benefit of watch. 
makers. Al Levine of the Watchmakers of Switzerland 
will serve as chairman of this forum. 

The Tuesday morning convention session will be 
devoted mainly to a forum under the title, “Idea Ex. 
Jay C. Lighterman, Tappin’s 
Jewelers Co., New York, and his staff of experts will 


change.” “Professor” 
undertake to answer any and all questions pertaining 
to the conduct of present-day retail jewelry business. 

In addition to these informative and interesting busi- 
ness sessions, special speakers will be on hand to tell 
retail jewelers about the latest developments in connec- 
tion with excise taxes and other current jewelry trade 
problems. 


Every Day a Gift-Giving Day 
(From page 74) 


background with merchandise arranged on the window 
floor. Wrapping the giant box—it should be at least 
two feet by three feet by four to six inches—may be a 
bit of a problem, but sheets of decorative paper can be 
scotch-taped together and wide ribbon ties will hide a 
multitude of seams! Do try to make the box as festive 
as possible since it is the center unit of the display. 
Smaller boxes, duplicates of the giant one, might be used 
for elevations or for additional decoration depending 
on the requirements of your merchandise arrangement. 

Wedding Anniversaries are important gift occasions 
for the jeweler. In Sketch B, a complete list of wedding 
anniversary gift suggestions, neatly hand lettered, is 
handsomely framed and featured with a framed photo- 
graph of a bridal couple of some years ago. Clusters 
of wedding flowers are. scattered on the background 
and tucked close to the photograph frame. A pair of 
old bridal gloves or a fan or whatever other wedding 
memento might be available could be shown with the 
photograph. Merchandise is arranged on elevations and 
on the window floor. The flower clusters might be 
made to look faded and old if this can be done without 
making them look bedraggled! It is not necessary to 
over-emphasize the age element since even newlyweds of 
a year are eligible for anniversary gifts! 

“A Birthday for Someone Special!” is the theme of 
Sketch C. For the center unit, you might use either a 


THE JEWELERS’ CIRCULAR-KEYSTONE 





































Se TOOL 









large fake display type birthday cake from your local 
pastry shop—festively decorated—or a Jack Horner 
birthday pie done in crepe paper and ribbons. In either 
case, narrow ribbons extend to the merchandise ar- 
ranged on elevations and plaques around the “birthday 
vie” Small hand-lettered cards identify each gift sug- 
sestion with phrases such as “For Sister Sue... ,” 
“For Uncle Joe... . “For my Best Girl. . .” 
ever other phrases suit your type of clientele. Birth- 


ae 


or what- 


stone rings should certainly be featured on one of the 
plaques in the foreground. Various dates may be lettered 
on small paper ribbons scattered across the background. 
The coincidence of seeing a date that should be remem- 
bered, might well bring the customer in the store to 
make his purchase then and there! A better decorative 
effect can be achieved with the ribbon streamers if two 
lengths of ribbon are sewed together with flexible wire 
between, so that the ribbons will remain in a pleasing 
curl rather than hanging limply. 

“The Gift in the Jeweler’s Box Always Says More” is 
the copy theme for Sketch D. The phrase is hand lettered 
on a paper ribbon across the background. Merchandise 
is displayed in boxes on circular elevations of varying 
heights. Heart shaped cards identify the gift suggestions 
with such phrases as “With love ... .” “Thank you so 


.’ “Congratulations!,” “Our best wishes... ” 


much... 
and similar appropriate mottoes. Silhouette heads cut 
from colored paper are used against the window back- 





ground and on the plate glass. The heads can be en- 
larged and traced from interesting looking silhouettes in 
magazines or newspapers. Heads and hearts may all 
be cut from the same color paper or several colors may 
be used for a gala effect ... just avoid red for the hearts 
so that the display doesn’t look like Valentine’s out of 
season! 


Current Diamond Designs 
(From page 68) 


particular buck passes rapidly from designer to manu- 
facturer to retailer. 

The designer complains that he cannot deviate too 
much from the horse-and-buggy formulas because the 
manufacturer won't produce them. The manufacturer 
retorts that he does too like new designs, but if he pro- 
duces them, the retailers won't buy them. And the 
retailer hastily points out that he can’t afford to stock 
pieces which his customers won't accept. 

But—do retailers know what their customers really 
want? 

Raymond Loewy doesn’t think so. His theory is that 
retailers—in other fields as well as in jewelry—often 
tend to lag behind the customers they want to please. 

“The public’s taste is better than merchandisers think 
it is,” he said. “When they play safe by hanging onto 
traditional designs which they think will sell because 
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OPPORTUNITY 


For top-flight, promotional-minded 


e SALESMEN (2) 


who are accustomed to high-bracket 
earnings, to cover jewelry stores, de- 
partment stores and specialty shops 
in: 


(1) TEXAS-LOUISIANA & OKLAHOMA 
(2) PENNSYLVANIA & W. NEW YORK 


These two established territories are 
available for 2 ambitious men to have 
a permanent connection with the 
world’s largest and best known cul- 
tured pearl line. 

Give complete personal history in reply to: 


e BOX ''N., 314" 


Jewelers’ Circular-Keystone 


29 E. Madison St., Chicago 2, Ill. 
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DEVELOP VALUABLE 
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“GAVEL HEADQUARTERS’—LIGNUM-VITAE PRODUCTS CORP. 
1 will pay $8 for the items. 


Cc Send I\lustrated Price List and 
Dealer Sales Aids data. 


*1 may return COLLECT if not completely satisfied. 


ry Send Free 5”x10” Display Unit. 





NAME 
TITLE 
CITY 





Complete selling assortment has 3 
gavels (men’s and ladies’ sizes) in 
Rosewood, Cocobolo, Ivory Plastic, 
with mounted Sterling Silver Bands, 2 
Sound Blocks. Walnut Case is free! 
This 15” x 22” “Space Saver” has 
dust-proof, hinged glass top. Contents 
only $25.62 net. Send for Free Dis- 
play Case Deal on trial basis. Return 
collect if not completely satisfied. 


FREE 5” x 10” 
DISPLAY UNIT! 


104 BOYD AVE., JERSEY CITY 4, N. J. 


I'll look it over, and 





Sure | want to see your Free Gavel 


. Display Deal. 
if | like it, Ill keep it and pay the 


wholesale price of $25.62 for the items. 
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LIGNUM-VITAE PRODUCTS CORP. 


104 BOYD AVE., JcRSEY CITY 4, N.J. 
World’s Largest Gavel Mfrs. since 1890 
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they have sold before, they fail to attract a large seg- 
ment of their buying public.” 

Perhaps the first step toward better-designed, more 
original jewelry is to take a good long look at the people 
who buy it. 


WOMEN ARE BUYING OWN DIAMONDS 


A long-accepted truism of the trade is that diamond 
jewelry is bought by men for women. This easy gen- 
eralization wobbles in the face of a report from jewelers 
of the five major cities that more and more women are 
buying diamond jewelry for themselves. Experts ascribe 
the trend to women’s increased buying power and the 
sense of independence that goes with it. Perhaps “trend” 
is the wrong word; the number of women buying 
diamond jewelry for themselves is as yet still small. But 
it is probably safe to assume that, whether or not the 
woman foots the bill herself, she will have (or will take) 
the opportunity to voice her very definite opinions as 
to what kind of jewelry she likes to wear. 

The kind of jewelry she likes belongs to the life she 
leads—and a very different life it is from that of her 
mother or even her older sister. Very probably today’s 
woman lives in the suburbs or shuttles between city and 
country. She spends more daytime hours in the public 
eye than women of any other generation. Married or 
single, she may have a business career of her own out- 
side her home; or else she “works” as a committee 





woman in her community’s civic organizations. 

She exerts a definite influence on fashion. Miss Pope 
pointed out that until lately city fashions had set the 
pace for the rest of the country; now the trend is re. 
versed and the suburbanite’s casual clothes are now 
being adopted and adapted by her city sisters. (Foy 
casual, don’t read “sloppy”; it’s really an informal kind 
of chic compounded of fine tweeds, cashmere pullovers 
and the like.) 

“Fashion is going in two directions as a result of 
the suburban influence,” Miss Pope said. “Easy-going, 
informal in the daytime, it shows a distinct trend toward 
great elegance in the evening. Both directions are sure 
to have an influence on jewelry fashions.” 

To please this woman and keep her as a buyer, re. 
tailers need to think along the lines of her taste and her 
needs. “The time is here,” Miss Pope said, “for a new 
expression in jewelry.” 

Keeping today’s woman in mind, let’s take a look at 
some of the trends evidenced in the 1955 Diamonds 
U.S.A. Awards collection. 

Multiple purpose jewelry. Several designs have con. 
vertible features, a point which Miss Pope applauded, 
“Women want jewelry that is functional,” Miss Pope 
said. “By functional, I mean not limited to one type 
of occasion.” 

Yellow gold for settings. As a rule, jewelers prefer 
platinum or white gold because it flatters the diamonds, 











+7347. Travel alarm. Fine 7 jewel movement in genuine 
morocco case. Luminous dial and hands. $13.00 Keystone. 


10! Fifth Ave., New York 3, N. Y. 











NATIONALLY ADVERTISED 


SEND FOR COMPLETE 1955 JUNGHANS CATALOGUE AND PRICE LIST 


HENRY COEHLER CO., 


Sole U. S. Agents for Junghan’s Clocks 


No. 52/0082 Boudoir alarm clock. Silver dial, polished gilt 
numerals. Luminous dial and hands. $9.50 Keystone. 


INC. 











1524 Merchandise Mart, Chicago, Ill. 
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Many women like yellow gold because it is more becom- 
ing to their complexions. Retailers can try to dictate 
their choice if they want—but they had better keep in 
mind Miss Dunne’s criterion: “A woman wants jewelry 
that is, first of all, becoming to her.” If she thinks she 
looks better in yellow gold, she won’t be happy with 
the jeweler’s opinion. 

More daytime pieces. Remember the life she leads 
and the number of daytime hours she spends in the 
public eye. 

Less emphasis on representational designs. “Form for 
form’s sake should be one criterion for good jewelry 
design,” Mr. Loewy said. “Why try to make diamonds 
look like forget-me-nots or something?” In_ general, 
the 1955 collection gets away from representationalism: 
where used, it is amusing rather than sentimental and 
appropriately informal for daytime wear. 

Freer, asymmetrical lines; more open, airy-looking 
settings. “Women today are better educated, more aware 
of art values than ever before,’ Mr. Matisse commented. 
“They are far less likely than their counterparts of a 
generation ago to choose jewelry that is merely bulky 
and expensive-looking. They judge it critically for its 
own beauty and its becomingness to themselves.” 

Classical rather than romantic designs. “In a sense, 
all design is classical,” Mr. Loper pointed out. “No 
shape is new. The only originality a designer can bring 
to his work is a fresh treatment or a better treatment of 
an eternally existing idea.” Good examples of this in 
the 1955 collection are the relaxed approach and the 
modern simplicity of design which are so appropriate to 
the lives of the women who will buy and wear the 
jewelry. 








Can You Top This? 


In this day and age, it is unlikely that you will 
find anyone who knows as little about watches as the 
young lady who entered the store of C, L. Waits in 
Georgetown, Ohio. 

This girl, about 18 years old, purchased a 17-jewel 
gold pocket watch for her boyfriend. It sold for $125. 

The following day she returned to the Waits’ store 
—explaining that she wished to purchase another 
watch, exactly the same as the first one. She told 
Mr. Waits that she had accidentally “‘ruined” the first 
watch, 

When questioned as to how she had ruined it, the 
girl stated that she had broken “the front part” of 
the watch. Uncertain as to what she meant, Mr. 
Waits questioned her further. Imagine his surprise 
when he learned that she had merely broken the 
erystal. 

After explaining to the astonished young lady that 
watch crystals were replaceable, Waits installed a 
new crystal free of charge. The girl, undaunted by 
her near-purchase of a second $125 watch, tossed a 
melodious “thank you” over her shoulder and un- 
concernedly sailed out of the store. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned: 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Siena Rings for Every Day 


Premeltens 





Stern Manufacturing Co. 
401-407 Mulberry St. 
Newark 2, N. J. 
MArket 2-5272 
Serving Wholesalers Since 1923 


MArket 3-1760 








FOR JULY, 1955 


“a 































x th A 






























St. Louis Jewelry Store Window 







































Features Ring Remodeling Display te 
e A window display showing the steps required in ye. 7 
@ modeling an old-fashioned ring into a smart, modern " 
design, has substantially increased business in this depart. ‘ 
ment for Selle’s, downtown jewelers of St. Louis, Mis. 
souri. 
; n 
; | oes st T 
¢ a 
A NEW DESIGN SERVICE i 
> Provides jewelers each month with three b 
photographic sheets strikingly illustrating the " 
latest ideas in modern jewelry designs. b 
>» Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- ( 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- F 
cious jewelry. f 
> Released monthly on a yearly subscription e 
basis, this new design service is available at t 
$3.00 per month. I 
Write today, enclosing $3.00 for the latest 
issue and subscription form. \ 
ote eM e j C 


DESIGNS TECHNIQUE The display, created by i Siiaibads display mana- | 


ver, was built around the theme: “The Artistic Touch.” 
62 W. 47th St., New York 36, N. Y. al pies 


and made use of a picture frame suspended in the upper Q 
left corner of the window against a black velvet back- 











: oe, . | drop. 
THE FINEST JEWELRY / IW AMERICA Copy used in the display carried the theme that each , 
design was created in Selle’s own workroom, from the t 


smallest mountings to diamond watches. Suspended on 


18 IOENTUIED BY 


the palette were four remodeled watches and two artists’ 
brushes. 

Similar palettes showed rings in old-fashioned mount- Ff 
ings compared with some of the remodeled rings from { 


Selle’s current stock. Other parts of the display played 
on the themes: “Change Your Center Diamond to a New 
Mounting.” and “Inquire About Selle’s Exclusive Design 
Plan—Just for You.” 


High School Table-Setting Contest 
Creates Widespread Interest 


Hershberg’s Jewelers, East Avenue at Main, Rochester, 
N. Y., recently created widespread interest in its fine 
china and silver by staging an interscholastic table- 
setting competition—the first of its kind ever held in 
Rochester. 





The competition was held over a four-day period in 
a local hotel. To help boost traffic, Hershberg’s offered 
daily door prizes with all visitors being eligible. 

On the closing day, the store held the drawing for its 
grand prize—open only to high school students. 
This was a complete table service for six, including six 
place settings of sterling, six place settings of china and 






METALLIC FOIL STRING 


ARCH CROWN TAGS nc. MIR EOn a re 
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six place settings of crystal. This merchandise was 





valued at $330. retail. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





L Te. 
dern 
part. 
Mis. 


int- 
yed 


ew 
ion 


NE 














Student teams representing high schools in the Roches- 
ter area competed for honors by demonstrating their 
table setting talents. They set luncheon, buffet, informal 
and formal dinner tables. The merchandise was supplied 
by Hershberg’s and all arrangements and decorations 
were planned by the students. 

The public was invited to attend the contest through 
newspaper advertisements and other promotional media. 
The guests selected the winning tables—and ribbons were 
awarded for first, second and third prizes and for the 
yarious honorable mentions. 

Tied-in with the table setting competition were a num- 
ber of exhibits arranged by two manufacturing concerns, 
which sponsored the event in cooperation with Hersh- 
berg’s Jewelers. 

The silver company presented the following exhibits: 
(1) various stages in the making of a sterling water 
pitcher; (2) various stages in the making of a sterling 
fork; (3) a flatware display with a historical back- 
ground; (4) a display of hollowware; (5) the story of 
the unfinished water pitcher and (6) in person—Mrs. 
Roxanne Berry, silver authority. 

The china company offiered the following exhibits: (1) 
various stages of the production of fine china, (2) a 
demonstration of china design by a skilled china artist. 
(3) a full collection of crystal produced for Europe’s 
royalty and (4) in person—Magei McLendon, china 
authority. 

The table setting promotion had appeal not only for 
adults but for teen-agers as well, many of whom showed 
considerable interest in learning correct table setting 
techniques. 

Hershberg’s gave the competition an institutional as- 
pect by emphasizing in its ads that the merchandise dis- 
played would not be sold at the exhibition, nor would 
solicitation of any kind be made. The result of this atti- 
tude—and the success of the interscholastic competition 
—was an increase in china and silver sales and a boost 
in the firm’s prestige. 


Playing Fair Is Essential 


(From page 61) 


3. Superlative Claims—Unrestricted Statements; 
Claims of superiority, the use of unqualified super- 
latives, exaggerated and unrestricted statements 
in the description of merchandise, values, policies, 
or to describe a sale or promotion etc., such as 
“The Greatest Jewelry Sale in Indianapolis.” “The 
Most Astonishing Price Reduction in the City,” 
“The Best Jewelry at any Price.” “The Lowest Price 
in Town,” etc. shall not be used in jewelry advertis- 
ing. This paragraph includes national advertising 
copy, mat services, etc., national newspaper re- 
leases, radio continuity, window cards, hand bills, 
direct mail, or any other advertising which is 
nationally used but conflicts with this agreement. 

4. No comparative price or discount advertising of 

watches shall be permitted with this single exception: 
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RUNNING A | 
SUCCESSFUL SALE. 
IS AN ART : 





by Manny 
Silverman 


THE SHORTER PROFITS SQUEEZE 


INCREASE YOUR VOLUME OR ELSE! 


| had been talking with several automobile dis- 
tributors and they were crying the blues. | was 
amazed! | had just read where there were more 
automobiles manufactured and sold than ever 
before. They explained that yes, they were sell- 
ing more cars... BUT... instead of the normal 
$600 or $700 profit per car, the competition 
among distributors was so keen that they 
averaged only about $200 profit per car. 


THE MANUFACTURERS SUFFERED NOT AT ALL! THEY 
RECEIVED FULL WHOLESALE PRICE. YET THE RETAILERS 
HAD TO DO MORE THAN TWICE THE VOLUME IN ORDER 
TO MAKE THE SAME AMOUNT OF PROFIT. 


This same situation is true in many phases of our 
own jewelry business. Especially—branded mer- 
chandise such as Watches, Appliances, Radios 
and Silverware. 


THE ANSWER TO MOST JEWELERS PROBLEMS 
IS! 

DO NOT LOSE SALES TO THE DISCOUNT HOUSES. 

DO NOT LOSE SALES TO THE CATALOG HOUSES. 

MEET COMPETITION. 


HAVE CHRISTMAS TWICE A YEAR BY RUNNING A SIL- 
VERMAN SALE. 


INCREASE YOUR VOLUME AND MAINTAIN YOUR PROFIT. 


WRITE! WIRE! CALL! 


SILVERMAN SALES ENTERPRISES 
580 Fifth Avenue, New York 36, N. Y. 
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14K GOLD CHARM ASSORTMENT 


Twelve of the most interesting 14K charms put up 
on a chic counter-merchandiser display. Every charm 
moves, including full deck of miniature cards, pop-up 
candles on cake, pop-up devil and. jack-in-box, etc. 
Keystone price chart on back. Make important profits 
without risk of style change. Through wholesalers. 


Z| ‘4 / J. M. FISHER COMPANY 


ATTLEBORO, MASS. 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 
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9. 


10. 


14. 


16. 


. There shall be no advertising of jewelry auction per- 


. There shall be no free trial offers made in jewelry 


. There shall be no advertising 


5. The term 


Where there is a manufacturers’ or importers’ promo- 
tion or sale of Hamilton, Elgin, Waltham, Gruen, 
Longines, Bulova, Benrus, or Helbros watches, . 
No comparative price or discount advertising of 
diamonds shall be permitted. 

Discontinued patterns or models of any or all mer. 
chandise must be so advertised. 

Any merchandise which is used, rebuilt, 
tioned, factory rejects, seconds, etc., must be de. 
scribed as such in advertising. Any article adver. 
tised and not otherwise qualified, is assumed to be 
and must be new, perfect merchandise. 


recondi- 


Bait advertising, the practice of offering merchan. 
dise through advertising which the customer is not 
given a fair opportunity to purchase, is BAIT AD. 
VERTISING, and is prohibited. 

No contest advertising which is not approved by 
the Better Business Bureau shall be permitted in 
jewelry advertising. Any contest disapproved by the 
Better Business Bureau shall be passed for publica. 
tion when, as, and if, at a meeting of the Jeweler’s 
Advisory Committee they approve the contest adver. 
tising for publication. 

It is agreed by all jewelers that they will not use 
any so-called credit checks, discount coupons, or 
other similar devices purporting to allow unearned 
It is 
agreed that in the event any such credit check or 


discounts on the purchase of merchandise. 


discount coupon should be considered, and before 
it is distributed, it will be submitted to the Better 


Business Bureau for determination as to whether 
such check or coupon is within the limitations of 


this agreement. 


mitted except such auctions as are ordered by the 
courts and such auctions as are required by the law 
governing pawn shops. 


advertising. 
of merchandise or 


anything of value as “free,” “given away,” or “given 


with” when it is necessary to buy another article to 
get the “free item.” There shall be no advertising 


of so-called “2 for 1” combinations wherein it is 
represented that two articles are given for the price 
of one; or wherein it is represented that two articles 
are being given for the price of one, plus a nominal 


charge for the second if the first is purchased. 





This paragraph means that all jewelers have agreed 
not to use premium offers in merchandising or busi- | 
ness stimulating schemes. 
The exact copying of advertising, or phrases used | 
first by a competitor, which copy is used in such 

a manner as to mislead or confuse the consumer, is 
prohibited. f 
“solid gold” shall not be used in describ- 
ing jewelry unless such jewelry item shall in fact 
be 24-karat gold. 

It is down “nothing 


agreed that “no payment,’ 
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down,” or phrases of similar import, shall not be 
used in jewelry advertisements. 


SECTION II—DIAMONDS 


1. The use of the descriptive term “blue” in any manner 
or in any combination in advertising diamonds is 
prohibited. 

2. The word “perfect” or any other word or expression 
of similar meaning in describing diamonds, rubies, 
sapphires, or emeralds shall not be used. 

3. Any diamond described as “full cut” must contain 
58 facets. 

a. Double cut—32 facets. 

b. Single cut—16 facets. 

c. Any diamond of less than 16 facets must be 
described as a “chip diamond,” “rose diamond,” 
or “rough diamond.” 

4. All stones, precious or semi-precious, offered for sale 
are assumed to be genuine unless qualified by the 
word “simulated,” “imitation,” or “synthetic.” Such 
qualifying words must be used immediately adjacent 
to the words so qualified. In advertising, the type 
must be large enough so as to preclude the possibility 
of the reader being misled. The use of the word 
“birthstone” as a general term is specifically allowed 
without qualification, 

5. The description of weight or size of diamonds in 
advertising should not be used except in window 








displays using individual diamonds of 2-karats or 


over. 


SECTION III—WATCHES AND OTHER JEWELRY 


kL. 


Any jewelry described as platinum, rolled gold plate, 
or gold filled, must comply with the rulings of the 
Bureau of Standards on such merchandise. 


. Where jewels are mentioned in watch advertising, the 


actual number of working jewels must be stated. 

If any cylinder movement or pin-lever watch is ad- 
vertised, the fact that it is a cylinder movement or 
pin-lever watch, as the case may be, must be men- 
tioned. Such qualifying words must be immediately 
adjacent to the words so qualified, and the type used 
must be large enough so as to preclude the possibility 
of the reader being mislead. 


. If any ring or mounting is advertised which is not 


gold or platinum, a full description of just what 
metal or metals it is made of must be given. 


. Where an advertisement offers to accept merchandise 


in trade, or “trade-ins,” on the purchase of new mer- 
chandise which is not subject to fair trade agreements, 
such advertisement may mention the minimum allow- 
ance to be offered for such trade-ins, and it shall be 
presumed from such advertisement that before any 
merchandise is acceptable in trade, it shall be subject 
to appraisal, and the allowances made on such valua- 


tion. 














ITS A RHINESTONE YEAR! 





And naturally youll want 


Manufacturers of 
Fine Fashion Jewelry 









to visit Rhinestone Headquarters first 


LEDO 


Your Leading Rhinestone Resource for Forty-three Years 


Get a panorama of the entire rhinestone market, right at the Ledo exhibits. See our new 
“FROZEN FIRE” collection—new styling, new treatments, featuring Boxed sets, Promotions, and 
our famous Rist-Lettes—all carefully crafted in the inimitable Ledo manner. 


SEE US AT THE CONRAD HILTON BOOTH 104 AND 
ROOM 513 AND IN NEW YORK AT THE WALDORF- 


ASTORIA BOOTHS 9 & 10 





366 FIFTH AVENUE . 








NEW YORK 1, N. Y. CHickering 4-0564 
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Where an advertisement offers to accept merchandise 


St Joseph of Copertino in trade, or “trade-ins,” on the purchase of watches o; 
e 


other fair-traded items, such advertisement shall make 
F] in Medallion no mention of any specific amount or percentages to 
¥: g be offered for such trade-ins, and it shall be presumed 
| from such advertisement that before any merchandise 
is acceptable in trade, it shall be subject to an ap. 
praisal, and the allowances made on such valuation, 


designed by 
C. Paul Jennewein 





SECTION IV—CORRECTIONS 


1. It is agreed that a correction and apology will be 
published when it has been determined by the adver. 
tising committees that a violation has occurred, and 
the lineage and size of type used will be determined 
by the Bureau. 

These standards shall not apply to so-called costume 
jewelry, when such jewelry is described as such. For 





the purpose of this exception, costume jewelry shall be 





This medallion, not limited to a single creed, and made fam- jewelry which is made of material other than gold, silver, 

ous during World War II as a special guardian of air travel- - 1 nici i z 

ers, is available again for the first time since 1946. platinum and precious stones. 

Comes in dime, quarter and dollar sizes in bronze, sterling 

silver, gold plate and 14Kt. gold. THIS CODE IS EFFECTIVE 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. -We would like to reiterate that this code of advertising 

gold Horseshoe key chains. : : ; : : ‘ : 

SS. medallion and 14Kt. gold medallion on S.S. and 14Kt. has been in effect without interruption since it was 

gold Clips. adopted in 1935. Yes, it is idealistic, but it is practical 
@ Write for price list @ and effective idealism. 


AIRBORNE MEDALLION CO. Because of the cooperation received from all adver- 


153 East 70th St. New York 21, N.Y. BU. 8-2718 tising media, only neglect can lead to an unethical ad. 








And when there is an infrequent lapse in vigilance, a 








correction is made by the errant party. 
INTRODUCING THE "C-24"! These standards are supported by the bulk of Indian- 


Here’s Frankart’s fabulous new jewelry apolis’ jewelers, all of whom realize the necessity of 
counter lamp, a premier example of fine 


. ; : bccn maintaining high standards in jewelry advertisinge—if 
industrial design! Functionally the ““C-24 — 2 J : S 


offers jewelry a brilliance never before high volume, continuing profits and the cooperation of 
achieved by interior lighting. The “*C-24” fellow jewelers are to be expected by any individual 
features a 150 watt (da-lite) bulb with a —_ . : 

double wall blue glass reflector, its surface jeweler. 


is of glistening chrome plate with a swivel —_—_— 
head that can’t loosen. The ‘“C-24"’ meas- . i 
ures 22" high, its weighted base is 8%" Baby Gift Sales Earn Key Display 


wide, the lamp is equipped with 6 feet of 





cord. only $39.95 Spot in Texas Jewelry Store 
To order or for further information write: At Sam Daiches Jewelry Co., Corsicana, Texas, the: 
infant giftware section is allotted the store's number one 
FRANKART INC. ae : ie 
208 South 14th Avenue, Mount Vernon, N.Y. | isplay spot—which is certainly a departure from tradi- 
Sorry no C.O.D.s tional baby gift merchandising policies. 





The reasons for this are simple, according to store 
, of manager Maurice Rosen. “Baby gifts sell the year 

SELL AMERICA $ MOST around,” he emphasizes, “irrespective of the season, 
PROFI TA BLE NE 0 weather, economic conditions or other considerations.” 
tT F baby gifts in a blonde wood and plateglass counter which 

10 KT. AND GOLD FILLED is placed at right angles to the wall—about a dozen 


feet from the front door. Everyone entering the store 





For several years, the Daiches firm has displayed its 


ae ” 
must go around the babyware counter, which “exposes 


EARRINGS & BRACELETS 


ne rs bein cmmpaaag wit This prominent position is also used to advantage 
IMs JMS Jewelry Manufacturing Co. during the evening hours when the store is closed. Two 
256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY spotlights, mounted above the door, are focused on the 
World’s Largest Manufacturer of Quality Earrings case, providing sufficient illumination for window shop- 


pers to pick out the details on the numerous small items 


them to the merchandise on display. 
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Rare and Unusual Timepiece 
Featured in Window 





seem 





The focal point of an unusual window display in 


Portland, Oregon, recently was one of the seven thin- 
nest watches in the world. 

Carl Greve, jeweler, 731 S. W. Morrison St., recently 
used a tiny watch fitted into a 1890 gold piece as the 
center piece for a display of watches which was aimed at 
purchasers of graduation gifts. 

There are only seven watches of this type in existence, 
including one other in the United States. One is owned 


by Sir Winston Churchill. They sell for $1,000. 





exhibited. Thus, the babyware counter is “selling” 24 
hours a day. 

Store manager Rosen has gradually expanded the 
baby gift inventory until it now includes about 100 items. 
These staples are “sparked” by new and unusual gift 
items at frequent intervals, according to Rosen. 

“Actually, there is not much change in the gift items 
which fit into the picture.” he says. “But from time to 
time, we run across unusual, attention-getting variations 
which help to keep both young mothers and other gift 
purchasers coming into the store.” 

In line with this idea, Rosen generally places two or 
three of these “bright new ideas” in baby gifts on top 
of the babyware counter where they receive maximum 
attention. One of these novelty items, a modernistic 
sterling piggy bank, was introduced last year. It has 
sold so well since then that it is now considered one of 
of the store’s staples. 

Rosen has found a consistent demand for such baby 
items as feeding bowls. lockets, rings, bracelets, por- 
ringers, picture frames, teaspoons, forks and identifica- 


tion bracelets. The identification bracelets, which are 





similar to those worn by military personnel, were stocked 
as the result of the requests of a few young mothers. 
It proved to be a wise move for Rosen, for the item has 
been a “best seller” ever since. 


Little advertising or special promotion has been re- 


quired to keep Daiches’ baby gift sales increasing steadily 
since the end of World War II. The firm regularly as- 
signs window display space to the babyware department. 
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dibs, 


come with an open mind... 







you'll fill it with 1 


profitable ideas...at  ¢ ie 


THE AMOS PARRISH 
MERCHANDISING CLINIC 


AUGUST 2nd, 1955 
BALLROOM OF THE CONGRESS HOTEL 
(Ofo] ato [¥ (on d-1eM ohm dal-ma-1e10)-4n174-10 Mt -> 40]-1 acm lam olde) iie-eli— 


retailing! They'll give you the ‘‘tools”’ to make the 
most of your profit potential! 


It keynotes the important 
attractions at the 


national luggage & 
leather goods show 


JULY 31st—AUGUST 4th, 1955 


CONGRESS HOTEL, CHICAGO, ILL. 


ALL EXHIBIT SPACE COMPLETELY 
AIR-CONDITIONED 


SEE more... HEAR more... 
Do more... TO SELL MORE 


SPONSORED AND MANAGED BY 


LUGGAGE & LEATHER GOODS 
MANUFACTURERS OF AMERICA nc. 


Address all inquiries to: 
Jack Citronbaum, Exec: Vice President 
220 Fifth Avenue, New York 1, N. Y. 
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IN GENUINE MOTHER OF PEARL 


29/100—Compact, genuine Oriental Mother of Pearl, Brick 
design, wafer thin case with inner door. 


Matching cigarette lighter, cigarette case and ac- 
cessories available. 


P273B —Bracelet, Oriental Mother of Pearl inlay squares. 


P273E —Earrings to match bracelet: either clip on or 
drop. ay 


CHICAGO SHOW BOOTH #43 
the MARHILL co., inc. 


236 FIFTH AVE. 
N. Y. 1, N. Y. 


MUrray Hill 3-3560 


























DO YOU COVER 


RETAIL JEWELRY STORES 
ON A NATIONAL BASIS? 


If you are interested in increasing your 
salesmen’s earnings, and wish to in- 
crease your own earnings from these 
men, our non-conflicting gold line may 
be the answer. 


Permanent set-up desired by successful 
manufacturer 80 years in business who 
has not used retail jewelry store outlets 
up to now. 


If interested in this opportunity, please 
write immediately. All replies will be 
answered and kept confidential. 


Box N.2515, care 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 


















In addition, the sales staff knows most of the customers 
by their first names and frequently enlists the advice 
of young mothers in keeping the baby gift inventory 
up to date. 

Manager Rosen explains the store’s success in baby 
gift merchandising as follows: “Because we have found 
baby gifts consistently stable, and free from any ‘satura. 
tion’ point, we have simply given them the display promi- 
nence they deserve. 

“We believe that most people in Corsicana now think 
of our store synonymously with baby gifts,” he added. 





Booklet for Diamond Prospects 
Stresses Firm’s Integrity 


A new booklet, just released by Gensler-Lee of Cali- 
fornia, is titled, “Everybody Loves Diamonds.” Intended 
for prospective diamond buyers, the attractive booklet 
emphasizes that the company’s 23 stores “sell more dia- 
monds than any other jeweler in the West.” 





firm’s 59 years in the diamond business in California 


give them a superior knowledge of the diamond trade 
and their special “written guarantee and insurance 
policy” given to every one of their customers is first- 
rate protection. 

Among the other subjects covered by the informative 
booklet are descriptions of how diamonds are cut and 
the difference between the cuts of the most valuable 
stones and diamonds of lesser value. 

Also shown are interior shots of the firm’s California 
factory, a representative showroom and reproductions of 
rings and watches, 


‘Table Settings of Today’ Exhibit 


Birks Jewelers, Montreal, Quebec, stimulated con- 
siderable local interest in its fine china and silver re- 
cently by arranging an exhibit of table settings in its 
silver department. 

Residents of the Montreal area were invited to visit 
the store to see the “Table Settings of Today”—which 
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offered new ideas for hostesses in entertaining at formal, | 
informal and party functions. 
mong the settings presented were: “June Bride’s 
Lf D =) 
sseau Tea,” “Modern Bride Entertains,” “The Teen- | 
rou : ’ 
Age Hostess.” “In the Traditional Manner,” “Sunday 
On the Terrace,” “Formal Entertaining” 


Buffet.” 


and “Formal 


‘Happy Hours on Family Clock’ 


An unusual story about a unique clock made from a 
Seth Thomas “Silhouette” model recently appeared in 
the Detroit News. The story carried the headline, “Only 
Happy Hours on Family Clock,” and it was written by 
Philip Workman. 

“Unlike most timepieces,” the article opened, “the gold 
and black clock on the living room wall of the Wood 
home, 1503 Ferdinand, radiates both the time of day 
and the happiness of proud parents. Instead of numerals, 
the clock has pictures of each of the 12 Wood children 
and their parents mounted on the face of the dial where 
the numbers | through 12 usually appear. 





af) | 

The family clock of Edwin J. Wood, Sr., Detroit, has in the 

place of numerals small photographs of his twelve children. 

“We don’t say it’s 5:30 o'clock,’ said Edwin J. Wood, 
Sr., father of the twelve. ‘We say it is Emily past 
Bernardine and everyone in the family knows what we 
mean.’ 

“To visitors though, the Wood system of telling the 
time sounds confusing. Here is how it works: around 
the dial of the clock, Wood, 62, and a master plumber, | 
has mounted miniature pictures of each of his children. 
Appearing clockwise from noon on, the children are: 
Edwin, Jr., 38; John, 37; Claraleone, 36; Margaret, 35; 
Bernardine, 34; Emily, 32; Virginia, 31; Frederick, 29: 
Joseph, 27; Daniel, 26; Joan Ann, 24; and Gerard, 20. 
Below the point where the numeral “6” usually appears, 
Wood has also mounted a picture of himself and his 
wife, Clara, 60. The clock hangs on his living room wall 
near the entrance to the dining room and kitchen. Most 
visitors see it when they enter the home.” | 

Incidentally, each of the children received a similar | 
clock as a gift from their parents at Christmas. | 
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2 SOLID FLOORS 
OF TOP PROFIT LINES 


SPONSORED BY 
The ASSOCIATED JEWELRY 
and VARIETY SHOW 


26 Custom House Street Providence, R. I. 





Xi 
> 


QUALITY MARKERS 
STRINGan¢ RIBBON TAGS 


MADE OF METAL, FOIL,OR PAPER 


ATTLEBORO PRINTING & EMBOSSING CO. 
56 UNION ST., ATTLEBORO, MASS. 





TS 





DIAMONDS 


Member : jewelers Board of Trade, New York 


Wholesale 


Prices 


WRITE AIRMAIL FOR PRICE LIST N°28 


JOACHIM GOLDENSTEIN 


Diamond Club, Antwerp, Belgium 




















































Left—Bulova has introduced the “Elizabeth” 
which has a 17-jewel movement and an unbreak. 
able mainspring. End piece triangular design 
is highlighted by parallel lines. Its dial has 
alternate numerals and dots. For $29.75, FTI. 








Right—This new “Companion” pocket watch 
from Tissot can be converted into a miniature 
desk clock. Has automatic calendar; self-wind- 





ing, water and shock-resistant and anti-magnetic, 


Stainless steel case. It retails for $95, FTI. 





Left—This  attractively-styled 8-day alarm 
clock is the new “Mystére” from Juvenia Watch 
Co., Switzerland. Has 15-jewel movement and 
stands only 31%” high. Luminous hands and dial. 


Gilt frame and black face. For $77.50, FTI. 





Right — This distinctively-styled ladies’ demi- 
bracelet watch is “Lady Flora” from Vacheron 
& Constantin-LeCoultre division of Longines- 
Wittnauer. Two other Couturier models avail- 
able. White or yellow gold cases. $130, FTI. 


Above 
watch band for men. Has expansion center with 
two links at each end. Available in white or 


Flex-Let introduces this new “Director” 





yellow gold filled tops. Curved or straight 
ends, stainless backs. Retails at $11.95, FTI. 


Below—The “Solo” and “Duo” are part of a new 
line of “Leather ‘n’ Golden” expansion bands 





from Apex Accessories Co., Greenwich, Conn. 
1/20-12K gold filled tops with genuine lizard 
inserts. Stainless steel backs. For $12.95. 





They re new. . _ they're 
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Lejt—These new “M” and “L” models of men’s 
and ladies’ matching wrist watches are from the 
“Cosmopolitan” series being introduced by the 
Longines-Wittnauer Watch Co. Simple. modern 
desin. Gold filled cases. For $89.50, FTI 
Right—General  Electric-Telechron introduces 
this new “Luminary” electric alarm clock which 
has luminous numerals, hour dots and hands. It 
has ribbed gold color columns, brown dial and 
ivory color case. To retail for $5.98. FTI. 


Left—The new “Scientist” model from Gruen is 





characterized by smart simplicity in functional 
styling. Crown is inserted in the case design. 
Has 21-jewel movement and unusually thin case 


of 14K gold. Priced to retail for $125, FTI. 


Right—Protect My Pet, Inc., P. O. Box 24603, 
Los Angeles 24, has introduced this unusual 
medallion of Saint Roch and his dog “for those 
who love their pets.” Keystone: Bronze or gold 
filled, $2.50, Sterling, $3.50, 14K gold. $50. 


Left—Ernest Borel, 1002 Walnut St.. Kansas 
: City 6, Missouri, introduces this “Datoptic” 
watch with a magnifying date-window. 18K gold 
applied dial, hidden crown. Water-resistant. 


hand-lapped steel case. Priced at $89.50. FTI. 


Right—Hamilton’s new “Prescott” is said to 
be the first watch with “indirect lighting.” The 
hands are luminous on underside only. which 
creates “silhouette” effect in the dark. 14K 
gold case with recessed stem. For $125. FTI. 
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Left—Larter & Sons, 88 Parkhurst St., Newark. 
N. J., has introduced this new cuff link and tie 
slide set featuring a full cut diamond flush. 
set in each piece. 3-step circle pattern. 14K 
gold. Keystone: Cuff links $110, tie slide $83. 


Right—Earle C. Luscomb, P. O. Box 221, So, 
Egremont, Mass., introduces this “Grandfather” 
key chain in sterling silver. Comes with 3, 4 
or 6 discs to be engraved with names and birth. 
dates of grandchildren. $5, 5.75. 7. Keystone. 


Left—These are the new ladies’ tubular ex- 
pansion watchbands, “Silhouette.” and ‘Honey- 
suckle” from Gemex. Extra narrow and fitted 
with self-locking ends for easy attachment. 
Fit a wide range of lug sizes. $7.95. retail. 


Right—This La Mode Original cuff link and 
tie slide set from Ripley & Gowen, Attleboro. 
Mass., features highly polished simulated onyx 
and rhinestones. Links and bar are finished 
in yellow gold plate. Set retails for $10. 


Above—This smartly-styled offset pie server 
is being introduced by Heirloom Sterling divi- 
sion of Oneida Ltd. Silversmiths. Has hollow 
handle. Server shown is “Damask Rose.” Also 
available in all other patterns. $11.75, FTI. 


Below—This attractively-styled new _ stainless 
steel pattern is “Silhuette’” from Gense Import. 
Ltd., Branchville. N. J. Imported from Sweden. 
Hand-finished, Swedish 18—8 quality. Matching 


serving accessories and hollowware available. 
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Lejt—This attractive new wide wedding band 
is introduced by Bristol Seamless Ring Co., 
New York. It features alternating heart shaped 
motif and contains 132 diamonds. In 14K gold 
or platinum. In 14K gold for $575, Keystone. 


Right—This is the “Sphere,” newest model 
in the Seth Thomas line of decorative wall 
clocks for commercial use. Has golden bronze 
hands, black plastic case. Hours marked by 
brass spheres. 15” in diameter. For $19.95. 


Lejt—These new filigree bell earrings from 
Guglielmo Cini actually chime as the wearer 
moves. Clip fasteners. 1144” long by 13/16” 
in diameter. Same motif available in bracelet 
and charm. Retail: 14K gold $85, sterling $10. 


Right—National Silver Co. introduces the 
“Contessa” pattern in silverplate. Rose and 
scroll design is said to give feeling of 
“massive grandeur.” 55-piece service for 8, 
with anti-tarnish chest, retails at $49.95. 


Left—Mastercrafters Clock & Radio Co., 216 
No. Clinton St., Chicago, introduces this new 
“Davy Crockett” clock. Self-starting electric 
movement. Mounted on walnut finished base. 
10” high, 13” long, 344” deep. $13.95, retail. 


Right—Wallach Jewelry Manufacturing Co., Los 
Angeles, introduces a new line of “Vari-Head” 
diamond ring mountings. Six head sizes (1/16 
to 14 carat) are interchangeable. Can _ be 
attached in two minutes. Thru wholesalers only. 


yours to profit by. 
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Presenting 


OF SWEDEN 


An exciting, mew concept in stainless 
AT steel — created by the world-famous Folke 
THESE SHOWS Arstrom, designer of Facette, and superbly 


Los Angeles hand-crafted in finest Swedish stainless steel. 
New York ; 

San Francisco With “Silhuette’” as with other Gense 
Chicago 
Seattle 
Atlanta and holloware will be available. 


patterns, a full line of matching accessories 


Boston 
Dallas For further information, write 


East of the Mississippi West of the Mississippi 


GENSE IMPORT, LTD. GENSE OF THE WEST, LTD. 
Branchville, New Jersey 278 Post St., San Francisco 
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Bridal Merchandising 
Alert to Merchandising Opportunities 
China, Glass & Giftwares .......... 


New Table Top Fashions and Home Accessories ... . 








Our experience has been that merchandising of open 
stock china and glass to prospective brides need not be 
confined to the spring and summer months—providing 
the jeweler puts in enough display and promotion effort 
to make his store the logical center for such purchases 
in his community. 

For the past 25 years, with the exception of the war 
period, we have averaged between 30 and 60 visits to our 
store every month by brides-to-be. Approximately 50 per 
cent of the store is now devoted to china, crystal and 
sterling flatware and hollowware. By transforming one 
of our front display windows permanently to bridal dis- 
plays, we feel that we have impressed people with the 
thought that H. Shmerling jewelry store can satisfy all 
their tableware needs. 
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Bridal Merchandising 


by H. Shmerling, Jeweler, Augusta, Ga. 

































China and glass sales 
are made the year round 
at this jewelry store 
because the firm actively 
promotes tablewares each 
month in the year. One 
window (left) is devoted 
exclusively to displays 
featuring coordinated 
table settings of china, 


glass, and silverware. 


We feel that it is important to carry a complete selec- 
tion of open stock patterns in flatware, dinnerware and 
stemware—to make it unnecessary for the bride to do 
her tableware shopping in several stores. Our firm car- 
ries 75 dinnerware patterns, 40 crystal designs, and a 
wide selection in sterling flatware. 

Next, instead of displaying these lines on_ lifeless 
shelves, we show coordinated settings as they are actually 
selected by an Augusta bride-to-be. We have adopted the 
policy of showing bridal selections in our china and glass 
department on special tables. Also special displays made 
of limed-oak and glass shelves feature coordinated place 
settings of china, glass and flatware. We keep replace- 
ment stock for each pattern in a cabinet below these 

(Please turn to page 128) 
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hostoria BULLETIN 
# 


Fostoria’s new MERCHANDISING 
plans to help you sell 
more milk glass this Fall 











Real news at the Fostoria display 


The notices on our “bulletin July 17-20 Atlanta Hotel Piedmont 
board” are a quick prevue of the July 18-22 New York 225 Fifth Ave. 
things we’ll be showing you. We July 24-29 


think vou’ll be particularly inter- 
: I ees Aug. 1-12 Chicago, 1567 Merchandise Mart 
ested in our merchandising plans 


to help you sell more milk glass Aug. 22-26 New York 225 Hem Ave. 
this season. Your regular Fostoria Aug. 28-31 Columbus Deshler Hilton 
representative will be on hand to Sept. 4- 8 Detroit Hotel Statler 
give you the full story, so check Sept. 4- 8 Dallas.............Baker Hotel 
the list for your date. Sept.12-16 Boston Parker House 


Los Angeles. . .Alexandria Hotel 


FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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By Mary L. 


A constant alertness to new possibilities and methods 
of promoting its silver, china and crystal has kept the 
long-established firm of Kruckemeyer and Cohn, 321 
Main St., Evansville, Indiana, in touch with the prospec- 
tive brides of the area. This, in turn, has paid off in 
increased sales for the store’s co-managers, Mr. and 
Mrs. Levi. 

One of the firm’s most recent promotional activities 
was its cooperation with a school for brides, sponsored 
by the town’s Bridal Shop. An attractive display of 
silver place settings and harmonious patterns of china 
and crystal was arranged by Kruckemeyer and Cohn. 
This display, which was set up at three of the school’s 
five sessions, featured simple patterns. This is because 
Mrs. Levi has found by a study of sales that young 
brides prefer this type of design in their tablewares. 

The firm’s display table also included a Kruckemeyer 
and Cohn placard and a number of booklets which gave 
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MERCHANDISING 



























OPPORTUNITIES 


This Indiana jeweler takes advantage 
of every opportunity to bring himself 
in contact with brides-to-be. For 
example, recently in cooperation with 
a “school for brides,” he arranged 

an attractive tablewares display 


(see photo) at a local bridal shop. 


Boyles 


additional information about the different types of 
tableware exhibited. 

Mrs. Levi was present during the three sessions when 
the Kruckemeyer and Cohn merchandise was displayed. 
She stood near the display and answered questions. Since 
the display was viewed by a great many townspeople, 
Mrs. Levi was afforded an opportunity to talk with a 
number of prospective brides. Many of them have since 
visited the Kruckemeyer and Cohn store and _ placed 
orders for their silver, china and crystal. 

The firm has developed another successful method of 
contacting prospective brides. When an engagement is 
announced in the local newspaper, the firm sends a 
“formal” invitation (much like a wedding invitation) to 
the young lady. It invites her to drop in at the store 
at her convenience, or to make a special appointment, 
to see the silver, china and crystal offered by Krucke- 


(Please turn to page 117) 
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Zw customers recognize the Lenox name. 
And when they see the Lenox hallmark of quality 
they recall all the superlative things they know 
about Lenox dinnerware. Lenox prestige, styling 
and the strongest national advertising are power- 
ful “persuaders.” That’s why your opportunities 
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Only LENOX GIFTWARE has this 
Powerful Persuasion 











to sell Lenox gift items are greater than with any 
other giftware today. 

To make the most of these opportunities, ask 
your Lenox District Manager for suggestions 
about how to display and merchandise this new, 
fast-growing Lenox Line. 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 





EWELERS should be watching with especial interest 
the steps taken recently by manufacturers of Amer- 
ican china and handmade glass to do something 

about competition from cheap imports and from mass- 
production domestic factories. As was mentioned here 
last month, the china manufacturers have formally 
organized their new American Fine China Guild, and the 
handmade division of the American Glassware Associa- 
tion has adjusted itself to the recent unfavorable tariff 
decision by consolidating its efforts to find a fresh solu- 
tion for its sales problems. There appears to be a hard- 
ening determination on the part of both groups to face 
up squarely to their market difficulties. Naturally, these 
difficulties are greater for some manufacturers than for 
others, but in both organizations, the majority of the 
manufacturers have recognized the importance of joint 
effort in fighting for the consumer dollar. 

Neither group has had time to come up with definite 
plans for its campaign. Getting off to a slightly earlier 
start, however, the handmade glassware manufacturers 
have had the benefit of a survey made during the past 
three or four months by the New York public relations 
firm engaged early in the year. This concern has been 
surveying the present and potential market situation and 
methods of distribution for all types and price levels of 
the glassware, as well as consumer reaction to American- 
made ware, and the first fruits of its efforts were dis- 
cussed in mid-May at an industry meeting held a Bed- 
ford Springs, Pa. Action on its recommendations can 
be expected a little later when the individual manufac- 
turers have had a chance to study them at length. 

Whatever the eventual results of the work of these 
two organizations, the jewelry store cannot fail to benefit 
by it. Quality, distinction of design, the value of the 
brand names—all of these things which are the jeweler’s 
best and most-used sales tools—will certainly be a domi- 
nant part of the promotional program. There is no 
doubt, too, that the better education of sales personnel 
will have its important role in the plans being formu- 
lated. 

Some manufacturers have been working along these 
lines for a long time, of course. But a concerted effort 
to create a greater public demand for quality china and 
glass, backed by retailer cooperation, should give tre- 
mendous sales impetus in a field continually harried by 
cheap competition from machine-made ware made in 
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this country and under-priced ware imported from some 
sources abroad. 


H. HEISEY & CO., glass manufacturers of Newark, 
* Ohio, has been granted exclusive rights to make 
and distribute the Verlys line of distinctive glass ae. 
cessories. Originally made in France, the Verlys line 
was brought to this country and expanded by Verlys of 
America, Inc., of Newark, but was withdrawn from 
production in 1951 when its manufacturers decided to 
put full-time effort into its major product, lighting equip. 
ment. 

Ten or more of the best-selling pieces in Verlys will be 
immediately presented by Heisey with other items added 
later. These include pieces designed, among others, by 
Carl Schmitz, Ted Mehrer and Viktor Schreckengost. . 





HER is a view of one corner of the new showrooms 

recently opened in Suite 601 at 362 Fifth Avenue, 

New York, by the Sheffield Silver Co. (Made in U.S. A.). 

The showrooms had their formal opening with a press 
party on May 25. 

Modern in styling, the dominant color used by the 


designer is a soft tone of blue particularly flattering to 
silver. Against this background, Sheffield’s complete line 
of silverplated items is shown, together with its exclusive 
line of Rosenthal china pieces mounted in sterling. 


NEW feature of the National China, Glass and pot- 

tery Show, to be held July 16 to 22 in the New 
Yorker Hotel, New York, will be a “Tops-on-Tables” dis- 
play on the mezzanine of the hotel. Here one item or 
one place setting will be entered by each exhibitor, 
chosen as the “tops in tableware” in his line. Shown 
together in this way, the newest merchandise will be 
shown in a manner offering the greatest convenience to 
the buyer. 

Another innovation is a tableware breakfast meeting 
to be conducted by the National Home Fashions League, 
Inc., in cooperation with the Show. It will be held in 
the Terrace Room of the hotel early on the morning of 
July 19. Mrs. Mary Davis Gillies, home fashions editor 
of McCall’s magazine, will conduct the program, which 
will cover color and shape trends; merchandising ideas, 
display suggestions, and educational sales information 


(Please turn to page 116) 
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... beauty from the Continent 


related in modern grace 


the purely decorative and the utilitarian 











Smooth fusing of sur- 

Sool forested 
ayence 

- Equally fluent the 


o grayed 
greens. Height a. 
$30., list. 













VISIT OUR BOOTHS. 


Chicago Gift Show Aug. 1-12, Waldorf-As- 
toria Jewelers Convention Aug. 14-18, New 
York Gift Show Aug. 21-26 


All from . . 


A.J. VAN DUGTEREN « SONS, INC. 
210 Fifth Avenue New York 10, N. Y. 






















The proportioned bal- 
ance of this cut stem- 
wate from Holland in- 
dicates why Royal 
Leerdam crystal i is dis- 
played in museums 
throughout the world. 
Carola eee the 
dozen—$63., list . 








Unadorned warm- 
— pewter. ~ 

auty appeal in 
forms alone. Serv- 
ice with 12 cup 
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Selling to the teen-age market ty mary zook 








Overcoming THRESHOLD 


Every jeweler knows that one of his major problems 
is that of overcoming the threshold resistance of poten- 
tial customers, particularly the youthful prospects— 
many of whom are just downright scared to enter the 
imposing quarters of the jewelry store. 

The magnitude of this problem was particularly con- 
spicuous to Frank and Artie Wiltshire, owners of Wilt- 
shire Brothers Jewelers, in the little Pennsylvania town 
of Media. For, the brothers’ store is located directly 
opposite the local high school and day after day Frank 
and Artie watched hundreds of youngsters stream right 
past their little store. True, many of them stopped to 
admire the merchandise in the windows—but then they 
continued on their way. 

Frank and Artie knew that here was a great market— 
if only they could tap it. They knew that perhaps 50 
per cent of the young ladies who looked in their windows 
every day would be married before they were 19. With 
an average of $650 in retail jewelry sales resulting from 
the average wedding (according to a Modern Bride 
survey) here was a tremendous market—window-shop- 
ping the Wiltshire Brothers’ store every day. 

Frank and Artie knew that their first step must be to 
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Directly across the street from 
this jewelry store is a high 
school. Day after day the store 
owners, Artie (left) and Frank 
Wiltshire, would watch hundreds 
of teen-agers stream past the 
store. Then they devised some 
plans to draw more students into 


the store. Here’s what they did. 


RESISTANCE... 


get these youngsters into their store. But how? 

The brothers came up with an answer that paid off 
handsomely. 

Each fall they devise a plan which brings the senior 
students into the store. Their latest promotion is typical 
of how they accomplish this. Frank and Artie asked the 
presidents of the senior classes at Media high school 
and at nearby Nether Providence high school to come 
into the store to learn about a special plan which would 
benefit their classmates. 

When they came in, Frank and Artie explained their 
idea and asked for a list of the seniors. The names 
from this list were then lettered on a poster in the 
window. Each senior was then invited to visit the store 
and draw a number. This number was placed beside 
his name on the poster. At the same time, the student 
filled out a card with his name and address for later 
use in the firm’s direct advertising. 

A window display was set up which featured an eight- 
day clock, having only one hand. Beside the clock was 
the poster with the names and numbers of the seniors. 

Corresponding numbers were then added to the face 

(Please turn to page 119) 
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COAST-TO- COAST 
REPRESENTATION 


SHOWROOMS: 






CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St. 


birthday angels 










Gay little charmers to mark 
fF her birth month. Modeled from 
Fe fine white porcelain. Hand «m@ 
decorated and stipled with 
gold. 4%” tall. 


$6.60 per doz. 
Min. pack—one doz. 


ANGEL 





GEO. ZOLTAN LEFION, Imports 
All lmports are shipped: | WRITE FOR OUR MAIN OFFICE and SHOWROOMS, 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or 1550 Merchandise Mart 


COMPLETE CATALOG 


F.0.B. Lefton-Pacific Inc., Los Angeles Warehouse Chicago 54, Illinois 











Table top fashions . . . 


Lefi—\|mported from Sweden, this cordial set 
in hand-blown crystal with six footed-glasses 
and ball-stoppered bottle; 7-pe. set may be 
retailed for $7.50. Distributed through R. F. 
Brodegaard & Co., Inc., of New York. 


































Right—Classically simple “Argo” decoration 
on “Oval” dinnerware shape in Pasco Bavarian 
china by Lorenz Hutschenreuther. Five-piece 
place setting retails for $12.90. From Paul 


A. Straub & Co., Inc., of New York. 


Left—“Geneva” pattern in Coalport bone china 
from England, richly enameled with turquoise 
the dominant color, finished with lines of 

gold; 5-pe. setting may be retailed for $21. 
Sold through Camden Hall, Inc., New York. 








Right—Hand-fashioned stem features “Chalice” 
design in crystal stemware, to retail at $2] 
a dozen—shown here with 7” plate; also made 
with ebony stem at $22.50 a dozen. Made by 
Fostoria Glass Co., of Moundsville. W. Va. 





Left—Boontonware, made of Melmac and de- 
signed by Belle Kogan, in seafoam green, stone 
gray, forest green, copper pink; special jewelry 
store promotion, 20-pc. service $19.95 retail. 


Made by Boonton Molding Co., Boonton, N. J. 


Right—Spode dessert plate decorated with one 
of 12 different fruit and flower centers on 
“Daisy Embossed” shape—$25.20 a doz. retail; 
matching teas and saucers are $31.20 a doz. 
From Copeland & Thompson, Inc., of New York. 
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Left—Gold scrollwork border framed with gold 
line on white china by C. M. Hutschenreuther 
of Bavaria—‘‘Mignon” pattern on coupe shape; 
5-pe. setting may be retailed for $15.95. 
Sold through China Fashions, of New York. 


Right—‘Vignette” is new pattern in Franconia 
china from Bavaria, has border and clusters of 
leaves in blue and gray on coupe shape banded 

with platinum; 5-pe. setting, $9.95 retail. 

From Herman C. Kupper, Inc., of New York. 


Lejt—New “April” decoration in Peter Terris 
China Originals—for cooking and serving— 

is developed in gay spring colors; 16-piece 
starter set may be retailed for $18.95. 

By Shenango China, Inc., of New Castle, Pa. 


Right—‘Georgian” and “Wales” goblets and “El 
Rancho” tumbler are part of line of hand-blown 
lead crystal milk glass, re-introduced after 

25 years; tumbler, 90¢ retail; goblets, $1.50. 
Made by Bryce Bros. Co., Mt. Pleasant, Pa. 


Left—“Girls Head” in Copenhagen faience is 
1114” in height and may be retailed for $30. It 
was designed by Daniel Andersen for Michael 
Andersen & Son, of Bornholm, Denmark, and is 


sold by A. J. Van Dugteren & Son, Inc., N. Y. 


Right—Six different bird scenes hand-painted 
in 27 bright colors on 714” plates in white 
Mitterteich china, for serving or for wall 
decorations; may be retailed at $15 a dozen. 
From the Amzo China Co., of New York City. 


and home accessories. 
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You are Invited to See 





Chh Tide 


July 17-20 — Atlanta 
Hotel Piedmont — Parlor A 
and 


Municipal Auditorium — Booths 85-86 


July 17-22 — New York 
Hotel New Yorker 


August 1-12 — Chicago 
La Salle Hotel 


September 4-8 — Dallas 
Hotel Adolphus — Parlor C 


Haviland & C 


270 PARK AVENUE, NEW YORK 17, N. Y. 
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China, Glass and Giftwares 
(From page 110) 
through a fashion show geared to retail needs. Leading 
home furnishings designers will create individual place 
settings and special-occasion table displays, using mer. 
chandise from the Show. 

Still a third-feature—the dinner dance to be held at 
the Terrace Room July 20, by the China, Glass and 
Pottery Association of America, Inc. 

The Discovery Room will again be one of the attrac. 
tions at the Chicago Gift Show to be held August 1 to 
12 in the LaSalle Hotel and the Palmer House. One new 
and outstanding item from each exhibitor will be shown 
in this room, and it is expected that it will be as much 
of a magnet at this Show as it was at the spring Show, 
when over half of the total registration visited there, 
The regular dinner dance will be held August 4 in the 
Palmer House ballroom and a Bingo party is set for 
August 9 at the LaSalle. 

A concentrated display room called Inspiration Point 
will again be located on the 15th floor of the Chicago 
Merchandise Mart during the Mart’s China, Glass and 
Gift Market, August 1 to 12. No orders will be taken 
here but the merchandise will be identified with the 
exhibitor’s name and a hostess will be on hand to answer 
questions. A breakfast for buyers will be held by the 
15th Floor Club on the morning of August 2 in the 
Merchants’ and Manufacturers’ Club at the Mart, and 
the usual open-house dinner dance is set for August 3. 

Registered California, Inc., will again be an integral 
part of the New York Gift Show to be held August 21 
to 26 in the Hotels Statler and New Yorker. This group 
formerly exhibited separately at the Vanderbilt Hotel 
but joined the Gift Show last spring, and present plans 
call for its concentrated display in one section of the 
Statler. As an aid to out-of-town buyers, the George F. 
Little Management has compiled a guide to New York 
hotels, giving complete information about the hotels 
listed, and these have been mailed to buyers who regis- 
tered at recent shows, or are available on request. 

More than 310 lines of both domestic and imported 
ware will be shown this year at the “Buyers’ Mardi 
Gras” New Orleans Gift and Jewelry Show to be held 
July 24 to 27 at the Roosevelt Hotel. The traditional 
‘open house” party is scheduled for the night of July 


26 with all registered buyers invited to attend. 
% * % 


AMDEN HALL, INC., 366 Fifth Avenue, New York, 

has been appointed sole United States agent for 
Coalport China Co., Ltd., manufacturers of Coalport 
and Royal Cauldon English bone china. Established in 
the Eighteenth Century, Coalport is one of England's 
early producers of bone china, and its high quality has 
long been recognized in this country. Camden Hall is 
planning an aggressive campaign of advertising and 
promotion and will maintain stock of the more popular 
patterns in New York. Its sales plan for dealers offers 
a display assortment of place settings in recommended 
patterns, to be sold from the importer’s warehouse stock. 
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FOLKE ARSTROM 








OLKE ARSTROM, well-known Swedish designer, 

created the new stainless steel flatware pattern for 
Gense Import Ltd., of Branchville, N. J.. and Gense of the 
West, Ltd., of San Francisco, which is being introduced 
to the trade this month. Mr. Arstrom designed the popu- 
lar “Facette’’ pattern for Gense, and his new one is called 
“Silhuette.” As is usual with Gense, a complete range of 
accessory pieces will be made in addition to the basic 
flatware items. “Silhuette” will be featured in a number 
of consumer magazines in the Fall. 


* * * 
Mak ENRIGHT, president of Enright-LeCarboulec, 
Inc., New York importers of Swedish glassware, 


has appointed O. J. Morris, of Squantum, Mass., 
to his sales staff, covering the New England territory. 





Merchandising Opportunities 


(From page 108) 





meyer and Cohn. 

When the invitation is accepted, Mrs. Levi, or one of 
the clerks who is a qualified bridal consultant, shows 
the tableware which is both in keeping with the times 
and with the bride’s personal taste. In so doing, Krucke- 
meyer and Cohn fulfills the promise that appears in its 
advertisements: “Let us help you correlate your china, 
silver and crystal.” 

Another of the firm’s successful promotions was the 
organization, some years ago, of a “club” plan to sell 
its silver, china and crystal. According to Mr. Levi, 
Kruckemeyer and Cohn was the first store in the country 
to establish the $l-a-week plan for purchasing place 
settings. 

Recently, the firm originated a new plan for mer- 
This calls for only 33¢ a 
week from the customer. Kruckemeyer and Cohn fea- 
tured this offer in its advertisements. Photographs of 
china, silver and crystal were shown, along with the 
following copy: “Here are only a few of our popular 
china, sterling and crystal patterns. Buy one or more 
place settings for as little as 33¢ weekly on our thrifty 
Silver, China and Crystal Club plan.” 

Though there has been a good response to both these 
club plans, which assures their continuation, Krucke- 


chandising place settings. 














PAUL A. STRAUB & CO.. Ine. 


Established 1915 
19 East 26th Street (Near Sth Avenue) 
Los Angeles Showroom: Brack Shops, 527 W. Seventh Street 





Nationally Advertised 
P. asco Chine 


The outstanding 
china from Bavaria 


w Enchanting 


Pattern No. 2603 
by 


TIRSCHENREUTH 


Available in 
Place Settings 
Open Stock 
94 and 64 Pe. Sets 


New York 10, N. Y. 
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ANNOUNCING ....A Wedding of Ideas! 





NEW ... “COMPANION CRYSTAL” 


beautifully cut to perfectly match 
FRANCONIA CHINA patterns 


@ TAILORMADE for a style-wise public: the result of careful testing with 
consumers, retailers and table fashion experts who know what they want. 
Fabulous success with outstanding Franconia China patterns planted the 
seed and from it has grown a product of custom-made luxury at realistic 
prices: $1.50 to $1.90 Retail per piece (Slightly higher South and West.) 
ILLUSTRATED: ''Arietta''—AVAILABLE NOW: 4 new cuttings—2 new shapes— 
in finest Bavarian crystal—7 sizes: GOBLET, CLARET, COCKTAIL, SHERBET, 
CORDIAL, FRUIT JUICE, ICED TEA. 


AT THE CHINA AND GLASS SHOW: 
NEW YORKER ® ROOM 526 ® JULY 17-22 


HERMAN C. KUPPER, INC. @ Importers of Franconia China 
39-41 West 23rd Street e New York 10, N. Y. 











0 de since 1770 


THE WFINE ENGLISH 


DINNERWARE 


















Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y 





meyer and Cohn realized that the actual use of silver 
could stimulate the desire for further purchases. With 
this in mind, the firm recently launched another new 
place setting promotion—the “package” plan. 

The new plan works as follows, according to one of 
the Kruckemeyer and Cohn advertisements in the local 
newspaper: “Now you can buy a service for eight in 
sterling silver for only $2.50 per week. Prices quoted 

. include 10 per cent federal tax. . .. Buy at the regu. 
lar advertised price. No interest. . . . No carrying 
charge. Use your silver while you are paying for it.” 

The last line of the ad holds the key to the plan’s suc. 
cess—use your silver while you are paying for it. 

For the benefit of potential customers who cannot 
easily come into the store, the ad includes a special 
coupon. The following points can be checked on the 
coupon: “I am enclosing my check. Please charge to my 
account. Payable monthly.” Space is included at the 
bottom for the customer’s name and address. If he is 
unknown to Kruckemeyer and Cohn, the customer fills 
out two special blanks: “I have lived here for —— 
years” and “I have an account at the following stores 
(any city) —————.” 

As an additional means of persuasion, Kruckemeyer 
and Cohn gives a tarnish-proof chest to each person who 
buys a silver service. 





The success of their recent promotions, and the grow- 


ing interest of the townspeople in owning sterling, has 
prompted Mr. and Mrs. Levi to seriously consider a 
repeat performance of their highly-successful silver show 
held in a local hotel a few years ago. About 6000 people, 
from all points in the state, attended the show. The 
publicity, prestige and the boost in sales that resulted 
from the show far out-weighed the intensive work in- 
volved in preparing and presenting it for Kruckemeyer 
and Cohn. 

The Kruckemeyer and Cohn firm has been operated by 
the same family for more than 60 years and has been 
in the same location for the past 25 years. Five years 
ago, the store was completely rebuilt following a fire. 
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Overcoming Threshold Resistance 
(From page 112) 


of the clock in a random manner; that is, not chrono- 
logically. It was announced well in advance that on a 
certain day the clock would be wound—and then allowed 
to run down. When it stopped, the hand would point to 
one of the numbers. 

The senior boy and girl having the closest numbers 
to the hand were awarded gold watches by Wiltshire 
Brothers. 

In conjunction with the window display, a series of 
ads were run in the local weekly newspaper which gave 
further information on the senior class promotion. 

When the winners were determined, the watches were 
not simply delivered to the lucky winners. Instead, the 
firm arranged a presentation ceremony at a meeting of 
the local Rotary Club. As Frank is a member of the 
Club, this publicity effort also served as a reminder to 
the members that their gift needs could be fulfilled at the 
Wiltshire Brothers’ store. 


PROMOTION COSTS VERY SMALL 

The promotion cost the brothers very little, but the 
returns were big. Every boy and girl who was listed on 
the poster had been inside the store at least once. In 
addition, friends usually accompanied them to the store 
on these visits. There was not a student in the two high 
schools who was unaware of the Wiltshire Brother’s 
gold watch promotion. 

The boys who came into the store were exposed to the 
fine stock of cuff links, tie slides, wallets, pen and pencil 
sets, lighters, rings and watches. The girls saw jewelry 
and other items which they might possibly suggest as 
being desirable for presents. In addition, the girls, 
brides-to-be, were able to see the various patterns of 
china, silver and glass. 

Many of them also found “just the thing” they wanted 
for their birthday or graduation gift. It only took a 
word to their parents to bring about its purchase from 
Wiltshire Brothers. 

This fall, the brothers are planning to distribute a 
copy of a “School Daze” folder to each senior student 
in the two high schools—Media and Nether Providence. 
These folders are made of light cardboard, brightly 
colored and attractively illustrated. They are designed 
to help the student keep a record of his activities during 
the senior year. There is a space provided for pasting- 
in photographs of classmates. 

On the back of the folder are the words: “Presented 
With Compliments and Best Wishes from Wiltshire 
Brothers—Jewelers and Silversmiths.” This is followed 
by the address and telephone number of the firm, and the 
suggestion—“School Daze is made so you can keep a 
record of all your activities this year in school. Won’t 
you mail us a postcard—or come in yourself—and tell 
us how you like it?” 

Frank and Artie are not yet certain how they will 
distribute these folders. They are already sure of one 
thing, though—that they will utilize them to bring new 
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avi atthe shows! 





the brilliant new pattern in 


America’s sensational casual china 
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ALICO LEAVES SHOWN HERE = 


This newest addition to the fast-selling Peter Terris line 
has been thoroughly tried and proved in consumer tests 
throughout the country. An outstanding winner, it will 
spark your Peter Terris sales at an even faster rate. 
Be sure to see it—and plan your order—at one of the 
shows listed below. 


NEW YORK 
JULY 17-22 


CASTLETON SHOWROOM > 


212 Fifth Avenue 


CHICAGO 
AUGUST 1-12 


CHICAGO GIFT SHOW 


Room 816 Palmer House 





ATLANTA 
JULY 17-20 
SOUTHERN JEWELRY SHOW 
Variety Room 
Henry Grady Hotel 


DALLAS 
SEPTEMBER 3-8 


ALLIED EXHIBITORS SHOW 


Mezzanine, Parior B 
Hotel Adolphus 


PETER TERRIS CHINA ORIGINALS 


Dept. PT-S —NEW CASTLE, PENNSYLVANIA 
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COALPORT 


1750-1955 


Cs and Royal Cauldon 

english bone china are back in 
America! See these magnificent 

lines soon-or send for pictures 
and prices. Stock now available 


trom New York warehouse. 








Hin Camden Hall's a ts 
LPORT & ROYAL pect SHOW, HOTEL RY¢) (a ORT 1A 


— GLASS & CAMDEN HALL, Inc. 
366 Fifth Avenue, New York |. N. Y. 



























YOU'LL BE IN THE MONEY 
By Attending... 


The “MINNEAPOLIS” _ “MIAMI BEACH" 


NORTHWEST GIFT, Cross Roads of the World 



















ART & HOUSEWARE Pe vz GIFT, ART and 
AN, SHOW ap = JEWELRY SHOW 





2S, — AUGUST 28, 29, 30, 31 SEPTEMBER 11, 12, 13, 14 


Raddison Hotel di Lido. Hotel 


Where you will find the finest representative grouping of merchandise, 

both Domestic and Imported, in China, Glass, Gifts, Decorative Accessories, 

Jewelry, Silverware, Lamps, Stationery, Leather Goods, Housewares, 
Toys, Barbecue Equipment, Art Goods & Souvenirs 























———— 


Directed by 
Helen Brett Trade Shows Inc., 6 East Monroe, Chicago 3, Illinois 
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STAMP NAMES or 
MONOGRAMS 





NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 





STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 
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| $e Pewebry Stew 


JULY 
24 25 26 27 


ROOSEVELT HOTEL 


(AIR CONDITIONED THRUOUT) 








MAKE YOUR HOTEL 
RESERVATION EARLY 








Helen Brett Trade Shows, Inc. 
6 East Monroe Street, Chicago 3, Illinois 
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“Grey Rose” by HEINRICH & CO. 
new decoration on coupe shape in 
pure white Bavarian china shows 
shadowy design of roses and leaves 
done in delicate greys, framed in 
gold edge line. 


5-pe. Setting—A pp. $7.50 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch Mart) 
Los Angeles, Calif. 





44 York St. 
Toronto, Ont., Canada 














White PLAIS 


Chicago 

Gift 

Show 

Room 784 
Palmer House 
August 1-12 





M-93 sherbet $42 doz. M.93 sherry $36 doz. 
M-93 goblet 42 doz. M-93 cocktail 36 doz. 
M-93 ice tea 42 doz. M.93 cordial 36 doz. 
M-.93 claret 36 doz. retail prices listed 
* 
R. F. Drodegaard & co., Inc. 
225 fifth avenue, new york 10, n. y. 











students—and new customers—into their store. 

When the students come in, they will find an attractive 
display of ball point pens priced at 79¢. The pens will 
be made up in the Media and Nether Providence high 
school colors and will also bear the school names. Since 
high school students are perpetually in need of inex- 
pensive pens, Frank and Artie believe these pens will 
prove to be good sellers throughout the year. Of course, 
each time a student comes in to buy a pen he is likely 
to see some other item of merchandise which appeals 
to him. Just in case someone wants a better quality 
pen, the brothers are carrying a full line of the well- 
known makes of fountain pens. 

It is easy to see what lies ahead for Wiltshire Brothers 
Jewelers. With the bugaboo of threshold resistance 
broken down, Frank and Artie need only to wisely utilize 
the store’s unique geographical asset to assure continued 
success in selling the teen-age market. 


Moderate Prices, Good Display 
Help Boost Infant Gift Sales 


Moderate prices and attractive display have helped 
increase sales in the infant gift department of the Horst- 
meyer Jewelry Co., Wellston, Mo., for the past five years. 

Herman Strifling, owner, and Vincent Mirabella, store 
manager, have capitalized on the fact that the store is 
located in a six-block shopping area that is the center 


for a large residential area where there are many 
children. 

The baby gift department is located in the right-center 
of the store and commands one-sixth of the wall display 
space. Among the most popular items are the children’s 


Fp dea eam aa 
GIFTS FOR THE BABY 





clocks, “pixie” knife and fork sets, other knife and fork 
combinations, comb and brush sets, porringers, mirrors, 
bracelets and lockets. 

Another special baby gift department service that has 
been found to bring results has been the special gift- 
wrapping department and a choice of the familiar blue 
or pink gift cards or envelopes. 








GOLD ° SILVER ° 


Strictly Refiners 


Not Manufacturers 


of Jewelry 





21 West 46th Street 





PLATINUM ° 
IRIDIUM * RUTHENIUM * RHODIUM ° OSMIUM 


W. solicit your Sweeps <a 


Filings—Scrap Gold and 


Platinum—Metals 


Your Ol Gold Shipments 
WILL RECEIVE 
Special _Attiention 


Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Eset. 1895 


Metals of Guaranteed Purity 


PALLADIUM 


New York 36, N. Y. 
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Novel Window Display Increases 
Sales of Flower Earrings 


Earring sales were “substantially” increased recently 
in the costume jewelry department of Joslin’s, Denver, 
Colorado, by a novel and colorful window display. 





The display, shown in the photo, featured a “garden- 
ing” theme which tied-in with the flower earrings shown. 
The earrings were placed in a manner which gave the 





illusion they were “pouring” from the spout of a garden 
watering can. This was accomplished by attaching the 
earrings to 35 strands of clear plastic thread running 
from the spout of the can to the floor of the window. 
To heighten the illusion, a spotlight was placed above the 
display; its light served to highlight the “falling” ear- 
rings. 

The window floor was covered with plots of artificial 
grass and several earrings were scattered about on it. 
At the right was a sign reading: “They Whisper Lovely 
Things About Your Ears—Flower Earrings, $1.” 

The display was created by Mrs. Betty Lippis, jewelry 
buyer, and Al Kalasky, display manager. According to 
Kalasky, the display sold such an exceptional volume 
of earrings that it will be repeated with other costume 
jewelry and watches. 


You Can’t Live Today on Yesterday 
(From page 62) 

selling and merchandising of desirable goods. 

Competition for the consumer dollar is on the increase. 
It will become keener. Some competition is on price; 
some on service. 

Believe me, your competitor is not always the next 
door jeweler in your community or location. Let me 
repeat—your competitor is not always your next door 


jeweler in your community. More companies—more 












































ARI-HEA 


PATENT PENDING 


INTERCHANGEABLE 


DIAMOND RING MOUNTING 























N LESS THAN NO 
pepsin 2 MINUTES — 
6 DIFFERENT ATTACHED a. SKILL 
S | Z E H EA D S BY ANYONE PERFECT JOB REQUIRED 
F 1/16 to 1/2 Carat NO NO NEED TO SAVES TIME 
: saeco tik SOLDERING SEND RINGS MONEY 
INTERCHANGEABLE NO HEAT TO OUTSIDE AND 
WITH 1 MOUNTING APPLICATION SHOPS DELAYS 

















WALLACH Jewelry Mfg. Co. 


LOS ANGELES 13, CALIFORNIA 


315 WEST 5TH STREET 
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Styled for every home 
Priced for every customer 














Modern design with 
smart wrought iron 
legs and trim. Finished 
in silver walnut and 
ebony. Full-size sliding 
drawer (holds service 
for 12) lined with 
Pacific Silver Cloth. 
No. 799 Retail $24.95 











For use as a wall 
cabinet or for buffet 
storage. Finished in 
burnished mahogany 
with sliding blond 
plastic doors. Holds 
service for 12. Lined 
with Pacific Silver 
Cloth. No, 777 
Retail $16.95 


Extra value, all-wood 
chest. Attractive ribbon 
walnut grain. Red 
anti-tarnish duvetyn 
lining. Holds 75 pieces 
including 12 knives. 
Ideal for specia! 
promotions. No. 711 
Retail $5.95 


You be the judge! Send for sample 
chests today on memo billing, or write for 
complete line catalog. 


/ / The Pilliod Cabinet Company 


SWANTON 1, OHIO 





Rohit with Albiod 












house-to-house canvassers—more club plans are out 
gunning and promoting for the sale. This means that 
you and we will have to plan and work harder individy. 
ally and cooperatively for the sales we get. 

Sales must be kept at a higher level than ever, to cover 


the higher costs of materials, labor, services and rentals, 

The present cost of doing business has gone so high 
that even a small drop in sales and profits could easily 
throw a dealer into the red. The overhead cost is noz 
going lower. 

I have heard dealers complain, “The public stopped 
buying.” The facts are that those dealers stopped selling, 
For the real problem today is not how much you ARE 
selling but how much you are NOT selling. 

I know that there are some dealers who enjoy good 
business while not making any promotional sales efforts, 
In my opinion, those dealers are cashing in on the assets 
they accumulated yesterday. They are living on their 
capital. Can you afford that luxury? 

In most cases today, the dealers who are doing a good 
volume are those who use sales promotions . . . not as a 
necessary evil to keep their competitors yelling their 
heads off . . . but as a year-round added medium, worth 
its weight in gold—24K gold! 


ADVERTISING ALONE NOT ENOUGH 

Advertising by itself is not enough. For no matter 
how much money you may spend for advertising, it will 
not produce satisfactory results if it is not supported 
with lines and services that are in consumer demand in 
your community. 

This reminds me of the story of the president of a dog 
food company speaking before a meeting of his sales 
force. 

“Gentlemen,” roared the president, “we process the 
finest dog food. We package the food in the finest illus- 
trated containers. We advertise on TV and radio and in 
magazines and newspapers. You men are the finest group 
of salesmen in the industry. Your sales manager is the 
best informed man in the field. Why don’t we sell more 
of our fine product?” 

After a spell of silence, just when it appeared that none 
of the 100 salesmen in the audience would respond, one 
little fellow got up and meekly said, “Mr. President, the 
dogs don’t like it.” 

Sales promotions are management’s problems. And— 
there is no magic formula. Specifically, you here in this 
Pittsburgh area do a fair volume in chrome and stainless 
hollowware. This is traditionally a limited market for 
silver. Yet in the southern states, the situation is just 
the reverse. There you can sell silver hollowware much 
easier than chrome or stainless. Here you can do better 
with your promotional and advertising efforts to advertise 
chromeware or stainless. 

Talking about stainless, may I bring to your attention, 
to many of you who are still overlooking the great new 
and growing market—stainless flatware. 

Stainless flatware has come out of the kitchen into the 
dining room. Those dealers who recognized that new 


THE JEWELERS’ CIRCULAR-KEYSTONE 





aes 









ood 
rts, 
sets 
1eir 


ood 
iS a 
heir 
orth 


itter 
will 
rted 
1 in 


dog 


sales 


the 
llus- 
d in 
-oup 
the 


nore 


1one 
one 
, the 


1d— 

this 
nless 
| for 

just 
nuch 
etter 
rtise 


tion, 
new 


) the 
new 





eee 





trend early and took advantage of it are not complaining 
about their flatware sales, for they are good. 

Those dealers who said, “Stainless? Horrors! Stain- 
less is not even an imitation of precious metals,” are 
losing precious sales. 

Oh yes, precious customers, too. 

The stainless flatware sales at retail for 1954 was over 
30 million dollars while plated flatware sales was over 
90 million dollars. 

Please don’t get the impression that silverplated flat- 
ware is on the way out. Nothing is further from the 
truth .. . 90 million dollars a year is still big business. 

The facts as they appear to me are that plated ware 
will have to share with stainless the increasing market 
for flatware. 

Make sales promotion more than a generality. Stop 
treating it as a necessary evil. 

It is not unusual for a dealer who has committed him- 
self to newspaper space, to make a last minute decision 
to repeat an old ad—without even checking to see whether 
the goods are available. Or worse still, whether the ad is 
timely. 

These very same dealers are the first to complain, 
“Advertising? Oh no! In my store, in my community, 
it does not pull.” 

It never entered their minds that they only filled up 
the white space in the newspaper. Remember, all a news- 
paper or a magazine sells you is blank white space. What 
you do with that space is your problem . . 
sponsibility. 


. your re- 


I fully realize that not everyone can afford to buy 
newspaper space. In fact, if you are located in a large 
city—in a neighborhood location—it would be folly to 
pay for wasteful, city-wide circulation. 

But there are other good media. 


YOUR BEST PROSPECTS 

Your best prospects are your own customers. Those 
who purchased merchandise or services from you... 
your paid up and low balance accounts. 

Are they on your preferred mailing list? 

These dealers who neglect their own up-to-date mailing 
lists are seriously neglecting their business. 

For, the mailing lists are your own exclusive property. 
They are your greatest asset. They have greater value 
than locations. 

Locations change and are sometimes destroyed. A 
mailing list, you change and keep up-to-date yourself. 
It is the mailing lists of your customers that gives you 
the opportunity to prove over and over again to your- 
selves, “There is no business like repeat business.” 

There are many forms of direct mailing advertising. 

Available to you are syndicated mailers, special sales, 
special promotions, free add-on cards and account re- 
openers. 

I know they produce satisfactory results. In many 
cases, as high as 5 per cent. That is, of course, the 
exception, yet the 1 per cent to 2 per cent which is con- 
sidered normal return, makes a profitable investment. 


FOR JULY, 1955 











Clever name for 
the fastest-moving new item in silver- 
plate today. It’s the silent butler and 


table erumber with the hidden brush. 
Now a promotion success with stores 


across the country. 





The Butler’s Whisker 


will be featured in our distinetive na- 
tional advertising program 


NEW YORKER © HOUSE & GARDEN © HOUSE BEAUTIFUL 
Visit Our New Showrooms 


in the heart of the silver market 
362 Fifth Avenue. Suite 601 


*PAT. PENDING 


THE SHEFFIELD SILVER CoO. 


MADE IN U.S.A. 
17 Crosby Street, New York 13, N. Y. 

























































the flame you aim... 
the Beattie Jet Lighter 






out in front for jewelers’ profits! 










pees 


TILTED jet 
flame for pipes 






UPRIGHT 
for cigars and 
cigarettes 





The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 











The Flame 
you aim 






Why Beattie Jet Lighters sell so easily... 


1. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

2. The only jet lighter that works on standard 
lighter fuel, always at hand. 

3. Wick lasts indefinitely. 

4. Longest flint. 

5 

6 

7 










. Easy to fuel—holds more, too. 

. Guaranteed to work. 

- 10 models retailing from $6.85 to $27.50. 
8. Consistently advertised. 


For full information or display material write to 


BEATTIE a INC. 


19 East 48th Street, J New York City 


Write to us for our plan in regard to 
cooperative advertising. 

















But, don’t expect a sell-out every time; it is not that 
easy. 

Remember, your customers are getting many catalogs 
from many dealers—from all types of stores who are 
competing for the consumer dollar. Your competitor, as 
I stated and repeated before, is not necessarily your 
next door or neighboring jeweler. 

There are other merchants in your community. The 
druggist, the hardware store, the super-market, the 
department store and other merchants—who are also 
enlightened! 

They, too, are promoting—and promoting hard—for 
the consumer’s attention. 

Many leading retail outlets—also manufacturers—are 
using premiums or prizes with satisfactory results. 1954 
premium sales were over $1 billion, 500 million, accord. 
ing to Printers Ink magazine. Sears, the largest retailers 
in the world, have a complete new program for premiums, 
which is receiving favorable publicity. 

Years ago when I was a cub salesman, dealers often 
told me, “I am the leading jeweler in this city. I sell 
the Jones family. I sold their grandparents—their par- 
ents. Now I sell the grandchildren.” 

They sounded as if they had a mortgage on such trade, 
at that time referred to as “the carriage trade.” 


THE VANISHING 'CARRIAGE TRADE’ 


What happened? The carriages disappeared! 

And so did these customers. 

They moved away, passed on, they are widely scattered. 

They, or their business, have disappeared as far as 
everyday, average community jewelers are concerned. 

Let me cite you an actual fact. 

In New York—in the so-called fashionable, exclusive 
midtown district around Central Park West. new people 
are moving in to the neighborhood. They are from 
Puerto Rico. 

Some dealers complained. They went broke com- 
plaining. 

Others learned how to speak Spanish and to display 
and sell the goods those hard-working people can use. 
They are prospering. 

The local neighborhood movie houses are now showing 
Spanish speaking movies and the seats are fully occupied 
at showtime. 

This is only an example of what can be done—what 
in this case had to be done to meet one of the ever- 
changing situations which confront our industry. 

I have often heard it said by suppliers, “These dealers 
are crazy.” Also dealers saying of their customers, 
“They are crazy.” 

Which reminds me of the story of the man who was 
changing a flat tire in front of an insane asylum. After 
he had removed the flat and just as he was rolling the 
spare to location, another car came along, clipped the 
hub cap in which the man had carefully placed all the 
bolts from the wheel—and as he stood there, saw the 
bolts fly out of the hub cap scatter into a lot covered 
with waist-high weeds. While he stood there, helplessly 
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Eye-Level Racks Help Spark 


Costume Jewelry Sales 


Adapting a display idea normally used for earrings, 
to bigger jewelry items has been an effective sales booster 
for the Denver Jewelry Co., of Denver, Colo. 

According to Sam Duman, store manager, six of the 
“T” shaped counter-top units were placed around the 
center counter island and were used to display bracelets, 
necklaces and pendants. Duman emphasizes that the 
store has been careful to steer clear of bargain appeal 
and that better priced lines—ranging from $3.95 to $10 

-are shown. Duman claims that “impulse sales” have 
risen sharply as a result of the eye-level displays. 












appraising the situation, a man called to him from the 
window of the asylum and said, “What are you worrying 
about?” 

“What am I worrying about?” the motorist responded, 
“You saw what happened, and the nearest gas station is 
four miles away.” 

“Sure,” said the inmate, 
the spare wheel, remove one bolt from each of the other 


“but why don’t you put on 


three wheels and drive to the gas station?” 

The motorist put his hands on his hips and looked up 
in amazement at the inmate in the window. Whereupon, 
the inmate stared back at him and said, “There is no 
reason for you to be surprised at my good suggestion. [| 
may be crazy—but I’m not stupid.” 

Talking about promotion selling, here is an actual 
story. 

It might sound funny to you but it was not told to 
me in jest. 

Recently, I attended a convention of retail jewelers in 
the south. There I was approached by a jeweler who, 
to his mind, had a problem. He had run two successful 
promotions on items of other than fine jewelry. 

“What if 


. . will I lose my 


His problem as he expressed it to me was, 


my gem society hears about it . 
membership?” 

Taken back a bit, I recovered to find myself asking 
him if he wanted to be only a proud gemologist or if 
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Looking for new profits ? 
SEAL PHOTOS. 
CLUB CARDS. 


CREDIT CARDS 


. Life-time 
Plastic 
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A “natural” for the alert jeweler. Why pass 
up profitable impulse sales every day? SEAL- 
O-MAT automatically laminates photo or card 
between two sheets of plastic quickly, per- 
fectly. Anyone can operate it. Quickly pays 
for itself. Machine ready to operate $295. 





THE ONLY MACHINE WITH THESE FEATURES: 


e Laminates any photo without pre-treatment. 
© Will not discolor color prints. 


Send for information and Easy Pay Plan 


NEW HERMES LAMINATING MACHINE CO. 


13-19 University Place 
New York 3,.N. Y. 

















by Vboethampton 


For New Goods or Repairs 


A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
| beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 











NORTHAMPTON CUTLERY COMPANY e 
i NORTHAMPTON 8, MASS: @ ESTABLISHED 1671 
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\Srropuers 27 


New Head Offices 
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he wanted to be a proud gemologist and a successfyl 
jeweler. I went on to explain to him, the certainty that 
his society as an institution and his fellow members as 
individuals, wanted him to be successful and thus remain 
among them to further the society’s efforts toward profit. 
able and ethical business conduct. 


THE ECONOMIC OUTLOOK 

The country is in good shape. Never before was there 
so much for so many to share. Never have the opportun. 
ities for progress been greater than they are today. 

It is a challenge to all of us to produce appropriate 
lines, appropriate promotions and to wrap them up in 
superior service. 

Price your goods so that you and your customers can 
benefit, so that you can sell your values as never before. 

There is nothing much wrong with present business 
conditions, that good, planned sales promotions can’t go 
far toward curing. 

To stay in business today, you must be BOLD... 
BOLD in selling, BOLD in planning, BOLD in manage. 
ment. 

To retain your leadership you cannot coast. You 
cannot stick to petty stuff and little or no plans. May | 
repeat, you have to be BOLD... VERY BOLD. 


Business is going to be only as good as you make it! 


Bridal Merchandising 


(From page 106) 


special wall fixtures. 

To attract prospective brides, we depend primarily 
upon two tried and tested methods. In our remodeled 
main window we constantly display a complete, full-sized 
table set with linen, china, glass and silver. We keep 
this window lighted until late at night, and the mere sight 
of a full-sized table in a jewelry store window is often 
enough sufficient to attract considerable attention. 

Also, we carry in stock an attractive bride’s book which 
is given to any engaged girl who comes to our store to 
select her tableware patterns. It is an aid to her friends 
and relatives when buying bridal gifts. This, combined 
with the personal interest and friendly service that we 
are known to offer brides, constitutes an influential force 
in bringing the prospective bride into our store. 

Now, when the engaged girl visits our tableware de- 
partment we immediately make out a registry card which 
is maintained permanently in our files. We show her our 
entire stock of china, glass and silver patterns. After she 
makes her selection, we arrange a coordinate setting, 
marked with a hand-painted card giving her name, until 
the date of her wedding. 

We also carry a complete stock of appropriate brides- 
maid gifts so that the bride may indeed have all her bridal 
requirements met at our store. 

For success in selling the bridal market, one must carry 
a well-rounded stock. This, along with special services, 
must be continuously promoted. 
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Sterling for the ‘Smart Girl’ 


The jeweler’s most profitable summer customers are 
the target of a special promotion prepared by Heirloom 
Sterling, Oneida Ltd. For the bride and bride-to-be, Heir- 
loom is offering a pattern display unit built around the 


theme of “Smart Girl—Her Choice is Heirloom.” 





This bridal display, shown above, is made of long- 
lasting plastic and can be used during any season. It 
features an eye-catching oversize “engagement ring” 
with a flower-accented Heirloom Sterling banner, crown- 
ing the display of five patterns on a train of “bridal- 
white fabric.” 


This “Brides” display unit is one in a series of four 
displays offered to retailers by Heirloom Sterling. The 
other displays in the series are aimed specifically at 
Spring, Graduation, Thanksgiving and Christmas pro- 
motions. Each display is made of plastic, coming in 
four colors. All can be reused for future promotions. 


Institutional Diamond Ad 


“Your Engagement Ring, Treasured Symbol of a 
Treasured Moment.” Broer Freeman, Toledo, Ohio, used 
that theme in a newspaper advertisement promoting 
engagement ring business. 

The institutional type ad featured simple art work— 
a sketch of a lady’s hand wearing an engagement ring. 
The ad copy read: 

“A tradition of more than two thousand years, today 
engagement rings are worn by eight of ten American 
fiancees. Your diamond may be perfectly cut for bril- 
liance, of clear while color, and free of all microscopic 
inclusions. Or, at the same price, it may be larger, or 
somewhat less exacting color, and contain tiny inclu- 
sions. 

“To know exactly what you are getting, see your 
diamond under the American Gem Society Diamond- 
scope. Our certified gemologists will show you the varia- 
tions in cutting, color, and perfection, which determine 
its true worth.” 











* Pat. Pend. 


336 W. 13th St. ° 





UNIFORM GOLD PLATING 


FOR SMALL FINDINGS 





You get heavier, MORE UNIFORM gold plate with our Spectralloy 
Process*. This process, which is unique with our plant, permits the deposit 
of four metals in alloy with gold. The result is longer wearing, richer looking 
plate for your findings. Our modern, automatic equipment makes this 
better plating possible at greater economy. Our plant is equipped with 
the latest type barrel plating machinery to also handle nickel, rhodium, 


antique gold, and other types of plating for small findings. 
ESTABLISHED 1936 


Write for free catalogue, “The Science of Gold Plating" 


SPECTRANOME PLATING CO., INC. 


N.Y. 14,N. Y. °¢ 


AL 5-8677 
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Tapered Sabre Steak 





ww hk FORGED CUTLERY 


SHEFFIELD STAINLESS STEEL 


| -makes Customers Stop...Look...and Buy! 


The trend is to quality merchandise, and those dealers who 
feature the Kirk’s Pearlex line know that they can sell easier, 
offer a lower price and make a better profit. 


Luxurious (Pearle CUTLERY SETS 


SIX PIECE STEAK SET 


Knives with Serrated tips. 
Shaped, Matchless Pearlex 
handles. Blue leatherette 
gift cased. 








Order from your jobber 
or write direct. 































—4 
ORIENTAL METALCRAFT 


Manufacturers of Oriental Metal Giftware & 
Reh-Craft Costume Jewelry 


202 S. State Street, Chicago 4, Ill. 
Showing the complete REH-CRAFT costume 


jewelry line with the eye appeal for more sales 


and bigger profits. 


ws tinct ly Diffe rent 


giftware of oriental metal. 


PAPER WEIGHTS ... ASH TRAYS 
BOOK ENDS ... CANDY BOWLS 
» FRUIT PLATES .. . WALL 


PLAQUES 


Finished in Copper—Brass— 


Bronze—Patina 





See George Bergerhoff in Booth 100—National Jewelry Fair, Chicago 


These lines will also be exhibited at leading gift shows in 
San Francisco, St. Louis, Dallas, Denver and Milwaukee. 
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Indian Handmade Bola Ties 


Made of sterling silver, genuine turquoise and leather. 
With or without a lodge emblem. 1 or 1000 your order 
given special attention. Increase your sales volume by 
suggesting these to lodge members. Keystone to all 
dealers. Write 


INDIAN CRAFTS 


WICKENBURG, ARIZ. 








ART MONOGRAMS 


and LETTERING 
BY 
J. M. BERGLING 
18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 


The Jewelers’ Circular-Keystone 
100 E. 42nd St., N. Y. 17, N. Y. 























SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 
EARRINGS & BRACELETS 


Sold Through Wholesalers Only 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 
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MR. DEALER: ) 
DEKE BIG PROFITS BY 


FIND OU 
CAN te g-6 GEIGER COUNTER! 


f FOR FULL DETAILS... 
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BUSINESS WEEK calls it... 


“The Biggest Boom in America Mining 


SELLIN 





history!” The uranium fever is everywhere! - 
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prices, discounts, free 
promotional aids etc. 


140 West Providencie Ave. 
Burbank, California 
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Visit us at 
space 97 
AMERICAN NATIONAL 
RETAIL JEWELERS 
CONVENTION 
at the Waldorf-Astoria 


os 
SEND FOR FREE 
DISPLAY CATALOG 
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Socially correct invitations 
delivered in 1 to 2 days! 


¢ All the traditional bridal papers, 

including trousseau stationery. 

© Heliograving—the finest raised lettering. 

e 100% rag stock. Accuracy guaranteed. 

Big 40% discount! Orders shipped postpaid. 


REGENCY Thermographers 


28 WEST 23RD STREET, NEW YORK 10, N. Y. 
ER 99> KE S29 KEK D9> DIP DIP KEE DIF KEE DPE KEP KE 
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SINCE 1887 


BOWMAN TECHNICAL 


SCHOOL! 


The long waiting-list to enter B.T.S. is new 
past; and you can set any date you wish, to 


begin your course. 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B. T. S. course, and will be mailed you, free: 


write for it. 


B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 


maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 
school, Courses approved for Korean P.L. 550 


and P.L. 894 veterans. 


Courses in Watchmaking, Engraving and 


Jewelry Repairing. 


Write for free book! Your Future and Our 


School— 


to BOWMAN TECHNICAL SCHOOL 


Bowman Building, 
Lancaster, Pa. 


John J. Bowman, 
Director 


Charles Ezra Bowman, 
Registrar 
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When You 
Run a Sale— 


DO IT WITH GRACE 


A Grace Sale or Auction is the surest way to a sharp 
increase in your sales—quickly, profitably and with dignity. 


My background of over 15 years of selling experience 
enables me to guarantee profits on every sale, even after 
deducting the unusually low cost of my services. 


All sales have my personal supervision and are conducted 
in a manner to guard the reputation and prestige of your 
store. 


All sales problems are thoroughly analyzed by me, per- 
sonally, and solved with an individualized program of 
advertising, public relations, merchandising and organiza- 
tion of the sales force .. . to realize the maximum potential 
of every sale. There is no need for any work or worry 
on your part. 

For more information on how the Grace Sales System 
can help you, with no obligation on your part 


WRITE or PHONE 


NICHOLAS VAN WOWK 


Grace Sales System 


20 West 47th Street 
New York, N. Y. 
~~ 


30 South Street 
Pittsfield, Mass. 
JUdson 2-1167 





NICHOLAS VAN WOWK 
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PX OPERATION SURVEY PROPOSED. A measure to require the government to make the first 
complete survey of the extent and operations of the military commissaries and 
post exchanges--as recommended by the Hoover Commission on government organiza- 
tion--is under study in Congress. The measure, introduced by Rep. Bruce Alger 
of Texas, would have the survey conducted to determine whether the military is 
carrying out the intent of Congress that PX's are non-competitive with private 
industry; the true cost of operating them; how much they actually benefit mem- 
bers of the armed Services; and how much in taxes would be derived from private 
business if PX's were dropped or owned by private firms. 


PRESIDENT DEFENDS PX'S AS NECESSARY. At a news conference in May, President Eisen- 
hower defended post exchanges and commissaries as necessary privileges for the 
armed forces. He said he was aware, however, of abuses, and did not favor the 
"uncontrolled spread" of post exchanges in the Army. But he thought it would be 
a "terrible injustice" to military personnel to deprive them of PX and commis- 
sary privileges when they supplied "really needful things in order to give 
(personnel) the normal business of living, and giving it to them at a decent 
price. 


FAIR TRADE AND THE SUPREME COURT. The U. S. Supreme Court has again been asked to 
rule on several limited questions regarding fair trade contracts. In the first 
fair trade case filed for the term of court beginning next October 11, some 52 
liquor dealers from Chicago are appealing a decision that prohibits them 
from cutting prices on a distillery product. The dealers question the Illinois 
law, since it was passed in 1935, before such laws were officially exempted 
from the Federal antitrust laws. They also ask the court to rule on the dis- 
tiller's method of measuring damages it stands to lose as a result of their 
cutting fair trade prices, and the propriety of preliminary injunctions in lower 
courts which do not set what prices must be observed. 


OUTSTANDING BUSINESS PROGRAM FOR NJA CONVENTION. At the coming NJA convention and 
National Jewelry Fair in Chicago, July 24 to 28, a timely business program has 
been arranged for jewelers. Important and pressing problems confronting the re- 
tail jeweler will be discussed and debated. Some of the subjects to be discussed 
include: "Has Fair Trade Ever Done Anything for the Retail Jeweler?", "How Can 
I Finance My Instalment Sales?", and "Latest Developments in Connection with 
Man-Made Diamonds." 


GOLD EXPORTS REMAIN HIGH. The United States continued to export more gold than it 
imported in the first quarter of 1955, the U. S. Treasury Department reports. 
In the first three months of this year, U. S. sales of gold amounted to $40.4 
million, while purchases were only $3.5 million. Biggest purchaser for the 
period was France, which bought $22.5 million, although it purchased none dur- 
ing last year. 


RULING ON STATE MINIMUM WAGES. States are free to establish wage and hour standards 
for employees engaged in interstate commerce which are higher than those estab- 
lished under Federal laws, the U. S. Court of Appeals at Boston rules. The court 
finds that the U. S. Labor Department erred in claiming that state laws do not 
take precedence over Federal laws when the state laws set higher standards. 


CHROMIUM ELECTROPLATING REPORT AVAILABLE. Results of research into improved chromium 
electroplating methods to improve efficiency and plate quality are described in 
a Rensselaer Polytechnic Institute research report available through the Office 
of Technical Services, U. S. Commerce Department. The report, "Chromium Elec- 
troplating," (PB 111514) is available for $5 from OTS, Washington 25, D. C. 
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Serious Considerations Subject of 
Wholesalers Convention in Chicago 


Problems of Industry Involving Manufacturers 
And Retailers Coupled With Future Plans Makes 
For Lively Gathering at Edgewater Beach Hotel 


The convention of the National Whole- 
sale Jewelers Association began with re- 
ports from the association’s secretary, 
Thomas A. Fernley, Jr., and the president, 
Milton Freudenheim of Freudenheim Bros., 
Inc. New York. Held at the Edgewater 
Beach Hotel in Chicago on Wednesday, 
Thursday and Friday, June 1, 2 and 3, the 
tone of the convention could be described 
as productive seriousness. 

A leaflet describing the activities of the 
association during the past year listed ac- 
complishments covering the development of 
“National Jewelry Week,” activities de- 
signed to restrain Post Exchanges and 
limit the actions on legislation affecting 
the wage and hour laws. Other reported 
efforts had to do with parcel post regula- 
tions, customs laws, and fair practice rules. 
It also reviewed association activities in 
connection with catalog inserts, overhead 
expense reports, news bulletins, collection 


bureau and the activities on merchandis- 
ing efforts such as those conducted by the 
Ring Committee and the Industry Rela- 
tions Committee. 

A reflection of the businesslike air which 
pervaded the three-day session was the 
scheduling of an address by George W. 
Cloos of the Federal Reserve Bank of Chi- 
cago as first speaker. Mr. Cloos reviewed 
today’s favorable economic statistics and 
debunked much of the depressing reason- 
ing currently being dispersed by pessimists. 
His statistics covered activities in all the 
major fields of industry, which of course 
have a direct bearing on the current and 
immediate future prosperity of the jewelry 
industry. 

Next on the program was an inspira- 
tional speaker, W. H. Gove, whose humor- 
coated philosophy was endorsed by the 
audience as being sound and practical. 





Custom Agents Ask for 
Jewelers Cooperation to 
Combat Watch Smuggling 


Talks by three officials of the United 
States Customs Agency highlighted a re- 
cent meeting of the American Watch Im- 
porters Association. The meeting was held 
in New York City and was attended by 
approximately 40 persons. 

The purpose of the meeting was, pri- 
marily, to devise ways and means of com- 
bating the watch smuggler. Thomas G. 
Duncan, James H. Page, and Harold Smith, 
the U. S. Customs Agents who spoke at the 
meeting, divulged information which has 
bolstered the industry’s determination to 
wage a more vigorous drive against watch 
smuggling. 

It was stated at the meeting that con- 
traband watches are still flooding the coun- 
try despite the fact that smuggled ship- 
ments containing sizeable quantities of 
movements and watches have been seized 
by the Government. 

Mr. Page stated that in order to combat 
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watch smuggling, the Customs department 
needs the cooperation of the industry as 
a whole. He said this entails not only co- 
operation from the watch importer but 
cooperation from the retail jeweler as well. 

A word of caution against buying mer- 
chandise from sources with whom he is not 
acquainted was offered to the retail jeweler 
at the meeting. It was stated that the 
average retailer is under the erroneous im- 
pression that his responsibility ends when 
he receives an invoice for merchandise he 
has purchased. According to law, should 
the Government prove that a retailer 
bought smuggled merchandise knowingly 
or unknowingly, he is just as liable as the 
actual smuggler, for then he becomes a 
conspirator and liable to penalties. 

In their talks at the meeting, Messrs. 
Page, Duncan and Smith stressed the fact 
that any person giving information to the 
Government which results in a seizure of 
smuggled goods is rewarded with 25 per 
cent of the value of the seizure. They said 
no qualms should be felt by informants 
because by their action they are instru- 
mental in saving a business endangered by 
the machinations of the smuggler. 








How To Select Salesmen 


Robert N. McMurry, of McMurry, Ham- 
stra & Co., spoke Thursday morning on 
the subject of “Selecting Salesmen Who 
Can Sell,” first listing the “seven” factors 
which contribute in varying degree to the 
causation of failure among salesmen.” Mr. 
McMurry explained these as: 1. Lack by 
sales management of a recognition of the 
true character of the sales job itself, with 
the consequent development of inadequate 
job specifications and standards for candi- 
dates. 2. Inadequate recruitment methods 
leading to too small a number of appli- 
cants. This leads supervisors to tend to 
accept sub-standard candidates because 
they are the best of those available. 3. Su- 
perficial techniques for screening, selecting 
and placing men. 4. Inadequate training. 
5. Compensation plans which provide little 
incentive. 6. Lack of merit rating of indi- 
vidual salesmen supervision thus has no 
basis for a constructive program of im- 
provement for each man. 7. An almost 
total absence of clear channels of com- 
munication between the men in the field 
and top management; with the result that 
there is inadequate grievance drainage for 
the individual salesman. 

“If there is any single requisite for suc- 
cess in creative selling it is what is in- 
elegantly termed ‘guts.’ Only a man with 
a high degree of energy, self-reliance, de- 
termination and drive can be successful. 
Men who have been unduly sheltered in 
their youth and who have spent consider- 
able periods in routinized activities, such 
as, accounting, teaching, etc., tend to be 
poor prospects for sales positions. 

“On the basis of the information ob- 
tained in the interview, supplemented by 
facts from the application, statements of 
previous employers and schools, and the 
test findings (especially projective test re- 
sults) a detailed longitudinal or historical 
picture of the applicant’s qualifications and 
background is obtained. On the basis of 
this information, reasonable valid predic- 
tions can be made relative to his probable 
success in the particular sales position for 
which he is being considered. The final 
step in determining the applicant’s quali- 
fications is to match his qualifications, as 
developed from the material on hand, 
against the demands of the particular 
opening for which he is being considered. 
If they are in close agreement, he is a 
promising candidate. 


Cohen Reports on Jewelry Week 


Melvin S. Cohen of A. Cohen & Sons 
Corp., the second speaker on Thursday, de- 
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livered his talk extemporaneously and with 
forceful conviction on the grave problems 
facing the wholesaler. He directed the 
attention of the manufacturers in the audi- 
ence to the specific problems which are 
being further aggravated by certain policies 
of the suppliers. Emphasizing the value 
of the wholesaler to the manufacturer, Mr. 
Cohen called upon them to assist in a com- 
prehensive study, researching jewelry 
wholesaling and its part in the distribution 
picture. 

Mr. Cohen, speaking as chairman of the 
Industry Relations Committee, also re- 
ported on National Jewelry Week, the asso- 
ciation’s cooperative effort to publicize 
jewelry store items to the public. He ex- 
plained how the campaign had registered 
with the cooperating manufacturers as a 
basically sound idea. Expressing the con- 
viction that there was every reason to be- 
lieve the initial effort was only a beginning, 
Mr. Cohen directed attention to the suc- 
cess of the drug and hardware ttades in 
similar projects which have proven their 
tremendous potentialities for aggressive 
merchandising and greatly increased dealer 
volume. 


Starch Findings Reported 


Mr. Cohen then introduced Sidney 
Matthew Weiss of Lewin, Williams & Say- 
lor, Inc., the association’s advertising 
agency which conducted National Jewelry 
Week. Mr. Weiss, with a presentation of 
the findings in a special Starch Report, 
demonstrated convincingly the great pub- 
lic impact of the two-page advertising 
spread run in Life magazine just prior to 
Jewelry Week. He also reported candidly 
on the varying city-by-city retailer utiliza- 
tion of the opportunities provided by the 
drive. He concluded by pointing out that 
though the degree of enthusiasm for par- 
ticipation was not as generally high as it 
could have been, that this was the first 
year. Mr. Weiss said that the 1955 cam- 
paign proved one important thing, that 
the jewelry trade, manufacturers, whole- 
salers and retailers, can work together 
effectively for their common benefit. He 
concluded therefore that the machinery 
established in 1955 and the principles 
proved by the effort, could and would be 
used to build toward even bigger, more 
powerful Jewelry Weeks during the com- 
ing years. 

Luther Conant, Jr., of Conant & Co., the 
public relations firm employed for the pro- 
motion of Jewelry Week, gave a summary 
of the impressive results produced by his 
company for the campaign. He illustrated 
his report with actual clippings and sam- 
ples of newspaper supplements. He told 
of the mentions in syndicated columns and 
on radio and television and translated this 
into figures representing the cash value of 
the free publicity resulting. 

B. A. Graham of Sunbeam Corporation 
spoke eloquently on his company’s expe- 
rience with Fair Trade to close the morn- 
ing session. 

Thursday evening was devoted to social 
events in the form of cocktail party and 
elaborate dinner. 
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New Order System Explained 


Herman Weingrod of M. Weingrod Co., 
Milwaukee, spoke Friday morning on his 
firm’s experience with a new piece of office 
equipment, Ozalid. He explained, “Ozalid 
is a method of copying material directly 
from a translucent sheet of paper onto a 
sensitized paper, the prints passing through 
a machine that produces direct dry copies 
in seconds at a cost of less than 114 cents 


per copy.” 
He examined the problem of processing 
orders through stockrooms, billing and 


shipping departments. Mr. Weingrod said, 
“Prior to the installation of an Ozalid sys- 
tem we followed the traditional pattern of 
salesmen writing orders on a_ three-part 
form. The original order was forwarded 
to the office and was first processed through 
the stockroom. Items that were filled were 
checked off on this order form. Those 
items that could not be filled and were 
back-ordered had to be rewritten or typed 
onto a back order form. Special orders, or 
orders concerning other departments also 
had to be rewritten. 

“When this was completed, the order 
moved to the billing department where an 
invoice was typed to cover the items in- 
cluded in this particular shipment. Every 
time additional items were shipped against 
the back order, another invoice had to be 
typed. The shipping department had to 
check the items against each typed invoice 
to be certain of the accuracy of each ship- 
ment. With the direct copy system we can 
now type a complete salesmen’s order only 
once.” 

Mr. Weingrod concluded by summing up 
the advantages of this system: “.. . typing 
of separate invoices for each shipment is 
eliminated; orders can be processed as 
rapidly as they can be filled in the stock- 
rooms; back-order writing is eliminated; 
the number of forms used is greatly re- 
duced; chance of error is reduced as there 
is only one typing; customer service is 
improved through more rapid handling of 
orders, and customers can know at a glance 
items still open or due on back-order since 
every invoice will show these items open 
in the back-order column.” 


Reagan on Vaccines and Vitamins 


The next speaker lived up to the impli- 
cations in the title of his talk, “Vaccines 


SILAS B. 
REAGAN 


"You're not 
in business 
for laughs..." 


and Vitamins for Vitality.” In a lively 
presentation, Silas B. Reagan, of Baldwin- 
Miller Co., Inc., of Indianapolis, drew an 
interesting comparison between the time 








“when our fathers made a living selling 
collar buttons, Hunting-Cased watches 
black wood mantel clocks—and eden. 
when our destiny is tied to shavers, toast. 
ers, irons and power drills. 

“But,” said Mr. Reagan, “You're not in 
business for laughs, you’re in business to 
make a profit. However, when in 1952 
the wholesalers collectively came up with 
a new all-time low profit of 1.07 per cen 
and in 1953 with .08 per cent, it looks like 
they are in business for laughs. 

“Don’t get the idea,” Mr. Reagan cop. 
tinued, “that we are critical of efficient 
manufacturers who can show high percen. 
tages of profits, the only thing I am try. 
ing to say is that the wholesaler would be 
glad to have a small additional chunk of 
gross margin so we would have a little 
more net profit. 

“Wholesaling is here to stay because it 
helps the large volume retailer make money 
through inventory turnover, and it is here 
to stay because it keeps the small retailers 
in business who produce that marginal 15 
to 20 per cent part of total sales volume 
that is often the difference between profit 
and loss for the manufacturer. We are. 
therefore, working in the interest of the 
manufacturers when we ask them to pro- 
vide a margin of profit and maintain a 
merchandising climate that will enable the 
wholesaler to continue as a strong and 
effective force in the industry. 


High Break-Even Point 


“Both manufacturer and distributor are 
concerned with the high break-even point 
we experience in our operations. In the 
case of our own business, the break-even 
point today is four times the total volume 
of business we were transacting in the 
year 1939. This is not because we pay 
our executives fabulous salaries or travel 
our salesmen in Cadillacs. It is simply be- 
cause we are paying the going wages to 
the people we employ and the going prices 
for the services we buy. By and _ large. 
when manufacturing costs increase, the 
manufacturer increases prices so long as 
he can do so and remain competitive. But 
when distributors’ costs increase, our sal- 
vation is supposed to lie in increasing sales 
volume. There are limitations on increas- 
ing sales volume, however. 

“Profits in the wholesale jewelry busi- 
ness would, therefore, improve if we could 
receive some innoculating vaccines. There 
is a definite need for innoculation against 
unwarranted direct selling, territorial over: 
franchising, and unrestrained price compe- 
tition. 

“Now for the vitamins and supplemen- 
tary pills that are sorely needed to in- 
crease the calorie content of the distribu- 
tors’ diet. In mentioning these things we 
are not asking for something more, we are 
asking for things that we used to get that 
were taken away on the recommendation 
of zealous treasurers and controllers with 
an eye out for a fast buck. We need the 
restoration of the pre-war cash discount 
that was reduced by some of our friends. 
These cash discounts were cut in two quite 
suddenly when demand was still at top 
levels without an apparent need for the 
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reduction so far as the manufacturers’ earn- 
ings were concerned. 

be . . 

“The business of retailers is often wooed 
by increasing their margins of profit. We 
wholesalers want you manufacturers to 
know that in spite of everything we say— 
we love you. And we also want to men- 
tion, that if you wish to make love to us, 

+ 


were available.’ 


Eight Manufacturers on Panel 


At mid-morning the meeting was turned 
over to a panel of eight men representing 
manufacturers, for the purpose of an in- 
formal discussion of problems of current 
concern to the trade. The moderator of the 
floor-to-platform exchange was Theodore 
Gorenflo, Jr., wholesaler of Detroit. Each 
of the manufacturers spoke chiefly on sub- 
jects of their own selection. 

The first speaker was Arthur Sisson, of 
Irons & Russell Co., who expressed the 
opinion that, based upon his background 
as a financial man, he had for some time 
since entering the jewelry field, been con- 
scious of the need for further study of the 
industry’s financing practices. He sug- 
gested that study should be given the 
advisability of the wholesalers charging for 
credit beyond the time involved in rational 
credit terms. 

William O’Brien, of Toastmaster Divi- 
sion of McGraw Electric Co., spoke on the 
values of Fair Trade to manufacturers and 
all those involved in the distribution of 
trade-marked products so protected. He 
mentioned that one of the current difficul- 
ties in the present position of Fair Trade, 
which he pointed out is still legally strong 
in 37 of the 45 states having such laws, is 
that anti-F.T. has had a better “press” in 
most newspapers. This, he explained as 
being due to a lack of understanding 
rather than a reflection on the value of 
Fair Trade. 


H. E. BLACKBURN 


Seth Thomas is 
returning to the 
manufacture of 
spring wound 
clocks" 





Harold E. Blackburn, of Seth Thomas 
Clocks, complimented the association on 
its fine program and gave some figures on 
the clock business reviewing the changes 
which took place with the introduction of 
the electric clock some years ago. His com- 
pany is going back into the manufacture 
of spring wound clocks and he explained 
the reasoning behind this move and the 
opportunity for the sale of such clocks by 
the traditional jeweler. 

Max Jacoby, of Jacoby-Bender, Inc., re- 
affirmed his faith in the fact that “there 
will always be a wholesaler,” but he added 
that he felt there should be a more alert 
and aggressive attitude on the part of 
everyone to get an increasing rather than 
a diminishing membership in the associa- 
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tion. Assuring the audience of his un- 


altered intention of continuing to distribute 
through jobbers, he called for a thorough 
powers in that sys- 


study of the potential 
tem of distribution. 


MAX JACOBY 


There will 
always be a 
wholesaler"’ 





J. B. Stevens, International Silver Co., 
dwelled on the expressed interest of the 
association’s executive committee in the 
proposal of having an impartial research 
company pursue an unprejudiced study of 
the wholesale jewelry industry; to the end 
of producing solutions to some of its many 
problems. 

Later, in answer to a question on the 
effect of stainless on silver flatware, Mr. 
Stevens said that stainless is “growing and 
growing,” and that “it has no doubt made 
some inroads on the plated flatware mar- 
ket.” However, he added, “plated is still 
vital—a big market which has not lost in 
volume, but it has not increased as it per- 
haps would have.” He spoke of the number 
of people who, because of the qualities of 
stainless are “buying second and _ third 
sets.” He also expressed the opinion that 
stainless has also had an affect on the 
sterling market. “All in all, though,” con- 
cluded Mr. Stevens, “the contributions of 
stainless to the flatware market, are greater 
than the inroads it has made on the volume 
of the previously existing types.” 

Henry Peterson, Fleature Ring Co., dwelt 
on the tendency of wholesalers and re- 
tailers to overemphasize price in the pur- 
chase and sale of diamond rings. “Price 
alone,” said Mr. Peterson, “is not the com- 
plete basis for competition.” He empha- 
sized the value of sales-aids furnished by 
the manufacturer, was critical of the neg- 
lect of wholesalers and retailers to the 
potentials of these sales-aids in increasing 
volume and profits. He strongly urged that 
wholesalers have their salesmen utilize 
manufacturers’ sales aids by “selling” their 
value to the retailer. 

Walter Kahn, Jr., of L. & M. Kahn Co., 
made a plea that everyone in the industry 
do a “policing” job to protect the “illu- 
sions” which the public has about the dia- 
mond. He pointed out how the people 
buy diamonds because “a diamond is for- 
ever,” how they respect its unique qualities 
of hardness, rarity, clarity, etc. He reported 
on the recently formulated industry regu- 
lations bearing upon the proper nomen- 
clature for use in describing a diamond 
in personal selling or advertising, as such 
regulations were recently accepted as trade 
standards by the Federal Trade Commis- 
sion. Mr. Kahn also, in answer to a later 


question from the floor, explained his rea- 
soning to justify a lack of concern over 
the effect of the G. E. synthetic diamond 














project. Mr. Kahn’s opinions were deliv- 
ered with such conclusive confidence that 
no further questions were raised on the 
subject. 

Teviah Sachs, of Waltham Watch Co., 
speaking of the current, temporary soft- 
ness in the watch market, raised the ques- 
tion as to how much the trade itself has 
had to do with the conditions. “How 
much,” said Mr. Sachs, “is due to our not 
providing the dealer enthusiasm which any 
product has to have behind it, if the pub- 
lic is to really want the product. Have we 
thrown in the sponge on watches? Have 
we decided that price alone is the only 
thing that will sell a watch, by looking 
at a watch only from the standpoint of 
‘How cheap can I sell it?’” 

In answer to a later question from the 
audience, Mr. Sachs went into great detail 
to explain his viewpoint on the effect of 
the watch tariff increase which he mini- 
mized as a cause for the current slump in 
watch volume. 

The final meeting concluded with re- 
ports of the treasury and various commit- 
tees. The announcement that F. Clarke 
Bechtel, of Jos. B. Bechtel & Co., Inc., the 
treasurer, was unable to be present be- 
cause of illness brought forth a remark 
from Mr. Fernley that a wire expressing 
regrets and good wishes had been sent 
Mr. Bechtel in Philadelphia. 

The resolutions presented were approv- 
ing of Fair Trade and against the excise 
tax, Post Exchanges and Postal Law 199, 
with its weight and size limitations on par- 
cel post. Another resolution of apprecia- 
tion recognized the association activities 
of the officers and the efforts of the In- 
dustry Relations Committee. 


M. L. FREUDENHEIM 


Reelected President 
of NWJA 


The officers elected for the coming year 
were: President, Milton B. Freudenheim 
(Freudenheim Bros., Inc.) New York; 
Vice President, Theodore Gorenflo, Jr. 
(The Gorenflo Co.) Detroit; Vice Presi- 
dent, Frank J. Heyne (Heyne & Groves, 
Inc.) Toledo; Vice President, Reynolds 
Butler (E. W. Reynolds Co.) Los Angeles; 
Treasurer, F. Clark Bechtel (Joseph B. 
Bechtel & Co., Inc.) Philadelphia. 

The Executive Committee members with 
terms expiring in 1957 are: Melvin Cohen 
(A. Cohen & Sons Corp.) New York; 
Rigsby Hammond (B. M. Hammond Co., 
Inc.) San Antonio, Tex.; Albert Freyer 
(Samuel Weinhaus Co.) Pittsburgh; Mel- 
ville D. Lumbard (The M. A. Lumbard 


Co.) Des Moines; George Brown (The 
Gerwe Brown Co.) Cincinnati; Mark 
Mayer (Mayer Bros.) Seattle; Howard 


Bohlander (A. C. Becken Co.) Chicago. 
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July 


17-18—Vermont Retail Jewelers Asso- 
ciation, Annual Convention, Equinox 
House, Manchester, Vt. 
17-20—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 
17-22—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 
24-27—New Orleans Gift Show, Roose- 
velt Hotel, New Orleans, La. 
24-27—Washington Gift 
Willard, Washington, D. C. 
24-28—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, II. 
24-29—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart, 
Brack Shops, Los Angeles, Calif. 
31-August 8—Associated Jewelry and 
Variety Show (For Wholesalers Only), 
Morrison Hotel, Chicago, III. 


Show, Hotel 


August 


1-12—Chicago Gift Show, Palmer House 
and Hotel La Salle, Chicago, II. 

1-12—Merchandise Mart, China, Glass 
& Gift Market, Merchandise Mart, Chicago. 

4-7—Gift, China, Glass, Stationery & 








| 


Housewares Show, Western Merchandise 
Mart, San Francisco, Calif. 

7-10—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

14-17—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

14-17—Kansas City Gift & Toy Show, 
Municipal Auditorium, Kansas City, Mo. 

14-17—Pacific Northwest China, Glass, 
Gift, Jewelry, Stationery, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels, Terminal 
Sales Building, Seattle, Wash. 

14-17—Western Jewelry & Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

14-18—American National Retail 
Jewelers Association, 50th Annual 
Convention and Trade Show, Waldorf- 
Astoria Hotel, New York. 


21-24—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 
21-24—Portland China, Glass, Gift, 


Jewelry, Stationery, Toy & Housewares 

Show, Public Auditorium, Plaza and Ben- 

son Hotels, Portland, Ore. 
21-26—Registered California Gift & Din- 


nerware Show, Hotel Vanderbilt, New 
York. 
21-26—International Gift and Fancy 


Goods Show, Hotel Sheraton-Astor, New 
York. 
22-26—New York Gift Show, Hotels 
New Yorker and Statler, New York. 
22-26—225 Fifth Avenue Fall Market, 
225 Fifth Ave., New York. 
28-30—Minnesota Retail Jewelers Asso- 
ciation, Annual Convention and Trade 
Show, Nicollet Hotel, Minneapolis, Minn. 
28-31—Southern Jewelry Show, Dinkler- 
Plaza Hotel, Atlanta, Ga. 


28-31—Northwest Gift, Art & House- 





Well-Balanced Program of Business and Fun 
Highlights Annual Convention of AlabamaRJA 


The Alabama Retail Jewelers Associa- 
tion’s seventh annual convention was high- 
lighted by a sparkling address by W. 
Waters Schwab, president of J. R. Wood 
& Sons, New York. The organization’s an- 
nual meeting was held May 22 and 23 at 
the Tutwiler Hotel in Birmingham. 

Addressing the largest registration in 
seven years, Mr. Schwab hit home with 
his talk which was titled “A Better To- 
morrow From Some Lessons of the Past 
and Present.” He emphasized the fact that 
other businesses were now garnering the 
profits from the gift business, which used 
to be the jeweler’s The jewelers of today, 
he stated, must awaken to the fact that 
they will be left behind if they do not go 
after their fading Christmas trade. Con- 
tinued publicity, both individually and 
through organizations such as the Jewelry 
Industry Council, he added, must keep the 
public informed that jewelry is the ideal 
gift for any occasion. 


Convention delegates were also addressed 
by James M. Rudder of Atlanta, regional 
vice-president of the American National 
Retail Jewelers Association, who greeted 
the assembly on behalf of that organiza- 
tion. He also offered some very helpful 
advice on the placement and pricing of 
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stock in jewelry stores. 

Kenneth Perrine, legal counsel for the 
Alabama RJA, spoke on “Legislation Af- 
fecting the Jewelers.” He briefed all mem- 
bers on the recent fight that took place 
to smother an administration attempt to 
place a 10 per cent tax on jewelry and 
related items in Alabama. 

Among other speakers who addressed 
convention sessions were Warren Swiss- 
helm of Orchard Paper Co.; James Bar- 
nard, Minnesota Mining & Mfg. Co., and 
Melvin Foer, Melart Jewelers, Inc., Wash- 
ington, D. C. 

Officers elected during the business ses- 
sion were: James H. Pitts, Alexander City, 
president; J. L. Hoffman, Gadsden, vice- 
president; Fred Couch, Anniston, vice- 
president; Mrs. Louise Burton, Alexander 
City, secretary; and James Ruth, Mont- 
gomery, treasurer. 

Named as directors were: 
Birmingham; William Neville, Eufaula; 
Kalman _ Schwartz, Montgomery; Ed 
Thomas, Tuscaloosa; Alvis Wales, Scotts- 
boro; Nick Saad, Dothan; Claude Moore, 
Jr., Mobile, and Garfield Goodwin, Besse- 
mer, who had just completed two terms as 
president, and who led the fight against 
the 10 per cent state tax. 


Ben Ash, 





wares Show, Radisson Hotel, Minneapolis 
Minn. ; 

28-31—Pittsburgh Jewelry Fair, Hote] 
William Penn, Pittsburgh, Pa. 


September 


4-6—Omaha-Midwest Gift Show, Pay. 
ton Hotel, Omaha, Nebr. 

4-6-—Ohio Retail Jewelers Association, 
Annual Convention and Regional Jewelry 
Show, Netherland Plaza Hotel, Cincinnati, 
Ohio. 

4-8—Dallas Gift Show, Baker Hotel, 
Santa Fe Building and Merchandise Mar, 
Dallas, Texas. 

4-8—Detroit Gift Show, Hotels Sheraton 
Cadillac and Tuller, Detroit, Mich. 

4-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

10-12—Michigan Retail Jewelers Asso. 
ciation, Annual Convention and Jewelry 
Show, Hotel Hayes, Jackson, Mich. 

11-13—Salt Lake City Gift Show, Hotel 
Utah, Salt Lake City, Utah. 

11-14—Cincinnati Gift Show, Nether. 
land Plaza Hotel, Cincinnati, Ohio. 

11-14—Miami Beach Gift and Jewelry 
Show, DeLido Hotel, Miami Beach, Fla, 

11-15—Parker House Gift Show, Parker 
House, Boston, Mass. 

11-15—New York Boutique Show, Hotel 
McAlpin, New York. 

12-16—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18—Retail Jewelers Association of Mis. 
souri, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

18-19—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines 
Des Moines, Ia. 

18-20—Wisconsin-State Gift Show, Mil: 
waukee City Auditorium, Milwaukee, Wis. 

18-21—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 


October 


2-4—Phoenix Souvenir & Giftware Show, 
Westward Ho Hotel, Phoenix, Ariz. 





Gold Filled Mfrs. Thanked for 
Part Played in Jewelry Festival 


The Gold-Filled Manufacturers Associa- 
tion has been complimented by George R. 
Frankovich, executive secretary of the New 
England Manufacturing Jewelers’ & Silver- 
smiths’ Association for the part it played 
in the first “Jewelry Festival” conducted 
in Providence, May 13. 

The NEMJ&SA-sponsored festival was 
climaxed by the world premiere of Colum- 
hia Pictures’ “A Prize of Gold,” brought 
to Providence with the cooperation of the 
gold-filled group. 

“The entire industry owes the Gold- 
Filled Manufacturers Association a warm 
expression of gratitude for the coopera 
tion it offered so generously in making the 
Festival a success,” Mr. Frankovich said 
in a statement. 

“In making it possible for Providence 
to premiere the Gold-Filled promotion cur 
rently being conducted in 50 cities in con 
nection with first showing of ‘A Prize of 
Gold,” it provided another highlight for 
the people of the ‘Jewelry Center of the 
World’ to witness.” 
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Watch Material Distributors Association 


Holds Comprehensive, Fast-Paced Convention 


At their recent annual convention in San 
Francisco, members of the Watch Material 
Distributors Association of America elected 
J. Speed Reid (Burton M. Reid Sons, 
Inc.), Springfield, Ill., as president. Mr. 
Reid, who was formerly first vice-presi- 
dent, succeeds Eugene J. Sobel (Sobel 
Bros.), Washington, D. C. 

This, the association’s ninth annual con- 
vention, was the first to be held on the 
West Coast. It was held May 29 through 
31 at the Hotel Fairmont. The meeting 
was fast-paced and sparkled with social 
activities even while it accomplished a 
great deal for its members and the watch- 
making field. 

The annual report of Stanley G. House, 
executive director, showed a great deal of 
progress and accomplishment. 

Norman D. Luth (Tower Jewelers), 
Compton, Calif., president of the United 
Horological Association of America, spoke 
on the problems created by import and 
sale of pin-lever watches. He noted that 
while there is certainly a place for them, 
it is not in the field of timekeeping and 
quality products. Mr. Luth urged an edu- 
cational campaign which would let the 
public know what to expect and what not 
to expect of the pin-lever watch. His talk 
followed the report of Kenneth Weil, on 
behalf of Jack Gould, chairman of the 
Committee on Product Research, asking 
that the attention of the Watchmakers of 
Switzerland be called to this same problem. 

Jerald C. Newman, chairman of the sub- 
committee on bezels, reported analysis of 
the 20 most popular sizes and recom- 
mended that manufacturers be asked to 
adhere as closely as possible to these stand- 
ard sizes, avoiding very slight fractional 
differences. This committee was author- 
ized to continue its work. 





Henry B. Fried, technical advisor to the 
association, presented, visually, material 
showing the development of the proposed 
universal catalog which will contain a good 
deal of “how-to” material and will help to 
end uncertainty about much of the mate- 
rial identification problem. The question 
of financing its production and distribution 
Support of all 
segments of the industry was pledged, the 
project was given a green light without 
dissent, and Fried’s role in preparing the 
material was acclaimed. 

Among other speakers who addressed 
convention sessions were: Bernard Kanter, 
Jacoby-Bender, Inc.; Max Schwartz, Bulova 
Watch Co.; A. E. Moore, Elgin National 
Watch Co.; William Katz, Wm. R. Katz 
Co.; William Swartchild, Jr., Swartchild & 
Co., and Richard Fitzpatrick, American 
Airlines. 

A proposed insurance plan for members 
was presented, and approval was given to 
continue its development and present the 
matter to members individually for action. 

Retiring President Eugene Sobel, who 
presided throughout the convention, was 
given a standing ovation on his retirement 
from office. J. Speed Reid made a brief, 
pointed and well-phrased speech of ac- 
ceptance of his new office. 

In addition to President Reid, other 
officers elected were: Edward L. Endman 
(Pacific Jewelers Supply Co.), Los An- 
geles, first vice-president; Nat Moss (John 
A. Poltock & Co.), New York, second vice- 
president; and James O. Trader (E. & J. 
Swigart Co.), Pittsburgh, treasurer. 

New directors named to a _ three-year 
term are: Edward Schleifstein (Advance 
Watch & Jewelers Supply Co.), Washing- 
ton, D. C.; William Swartchild, Jr. (Swart- 
child & Co., Inc.), Chicago, and Al F. 


were discussed at length. 





New Longines Electronic Timer 
Used at Indianapolis Races 


America’s biggest automobile sporting 
event, the famous Memorial Day 500-mile 
race at Indianapolis, was timed this year 
by the new Longines Chronocamera. Ap- 
pearing in this country for the first time 
and used here under the sponsorship of 
AAA, this observatory-certified electronic 
camera is the first to be officially approved 
for world-record timing by the Interna- 
tional Automobile Federation. 


The accuracy of the Chronocamera is 
achieved by the use of a special constant- 
frequency clock which ticks 1000 times a 
second. As its spinning timing wheels are 
illuminated by 1/100,000th of a second 
strobe flash, the time is photographed on 
Longines exclusive super-sensitive tape and 
developed within the instrument, in four 
seconds. During the race the Longines 
Chronocamera registered and numbered in 
sequence some 5000 separate timing rec- 
ords as the 33 automobiles broke the beam 
of light for the 200 laps of the race. 


The AAA plans to make further use of 











the Longines electronic Chronocamera dur- 
ing several world record attempts which 
will be made during the summer at Salt 


Flats, Utah. 
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Grouped around the control console of the 
Longines Chronocamera in the timing 
booth at Indianapolis are, left to right: 
Col. A. W. Herrington, contest board chair- 
man, AAA; C. B. Rigsby, timing and scor- 
ing director, Indianapolis "500"; Fred 
Pfister, executive technician of the Longines 
Co., and William Hilliard, research execu- 
tive, Longines-Wittnauer Watch Co. 











Bachman (S. H. Clausin & Co.). 

Highlighting social events were a “Night- 
Club Night” at Bimbo’s 365 Club, the 
convention banquet which followed a cock- 
tail party, and a grand tour of the Bay 
area by three chartered busses. 


Cole & Erwin of Detroit 
Name Manning as President 


Lewis H. Manning, formerly vice presi- 
dent and general manager of Cole & Erwin, 
Detroit retail jewelers with stores down- 
town and on the East side, has been 
elected president of the firm, succeeding 
the late Irving J. Wolfgang. 


LEWIS _H. 
MANNING 


New President 
of Cole & 
Erwin, Inc., 

Detroit, Mich. 


Mr. Manning has also been elected to 
the presidency of Miller Jewelers, located 
in Jackson and Hastings, Mich. Operation 
of the Miller Jewelry stores will continue 
with the same management, under Mr. 
Manning’s supervision. 

Mr. Manning has been associated with 
Cole & Erwin for 25 years. 





Goldberger of Gramercy 
Defends Credit Jewelers 


In a recent series of articles appearing 
in the advertising trade publication, “Ad- 
vertising Age,” the author, E. B. Weiss 
made the statement that “the credit jew- 
eler tends to be a form of discount outlet.” 


In the May 23rd issue of the same mag- 
azine, a letter, calling Weiss to task, ap- 
peared over the signature of Maurice M. 
Goldberger, president of the Gramercy 
Advertising Co. of New York. 

Among the statements made by Gold- 
berger in his letter was that the 5,000 
credit jewelers in the country were the 
“most progressive movers of merchandise 
at the retail level in the country.” 


Goldberger went on to say that far 
from being a discounter, the credit jew- 
eler is “one of the great and important 
champions of nationally advertised, fair- 
traded merchandise. He represents one 
of the last great citadels of creative re- 
tailing, for he uses every technique of 
promotion, of advertising, yes, even of 
retail showmanship — to actually create 
sales where they did not exist before.” 

Goldberger’s letter concluded with the 
statement that although credit jewelers 
have less than 15 per cent of the total 
number of jewelry outlets they are re- 
sponsible for nearly three-quarters of all 
jewelry store sales. The manner in which 
these sales are produced, he says, “not by 
discounting, but by creative selling—can 
provide a lesson in modern retailing from 
which our whole economy might benefit. 
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Obituaries 








Perry Hyman Ginsberg, 56, owner 
of the Lee Jewelry Co., 144 Whitehall 
St., S. W., Atlanta, Ga., died June 4 at a 
local hospital after a brief illness. The 
deceased is survived by his widow, a son, 
a brother and four sisters. 

Rudolph Haefliger, 68, who until his 
, retirement in 1953 worked as a manufac- 
turing jeweler at 209 S. State St., Chicago, 
died at his home in Evanston on April 20. 
Mr. Haefliger was born in Lucerne, 
Switzerland, and studied in Paris and 
Geneva. His great love was designing and 
making jewelry. When he retired in 1953, 
because of ill health, Mr. Haefliger sold 
his business to two employees who had 
been with him for a period of 30 years. 
The firm, still operating under the name 
of R. Haefliger & Co., is now located at 
55 E. Washington St., Chicago. In addi- 
tion to his widow, Mr. Haefliger leaves a 
brother. 

Sidney Levy, active for many years as 
a manufacturers’ representative in the jew- 
elry trade at 9 Maiden Lane, New York, 
died May 3. Mr. Levy, who resided at 
115 W. 73rd St., New York, is survived 
by his widow and two sons. 

James M. Smith, Sr., of New Castle, 
Pa., founder of Shenango China, Inc., and 
one of the American pioneers in the man- 
ufacture of both fine and commercial 
china, died June 6 at his home at the 
age of 93. Mr. Smith entered the china 


Be 








The fifth annual spring affair of the 
Golden Circle Sales and Executive Club 
of New York must be recorded as one of 
the most successful of these affairs. Held 
on Friday evening, May 20, in the Sky 
Garden of the Hotel St. Moritz, it was 
attended by approximately 70 members, 
their wives and guests. 

The friendly size of the gathering pro- 
vided a warmth to the: activities which 
aided the social aspects of the evening. 
George Kramer, chairman of the dinner 
committee, and his able assistants received 
many compliments on the smoothly run 
program. 

The highspot of the entertainment pro- 
gram was the performance of a talented 
and attractive young lady whose audience 
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business in 1909 when he bought the 
bankrupt Shenango China Co., and he 
lived to see that plant become the largest 
in this country and one of the largest 
in the world. In addition to the produc- 
tion of restaurant and hotel china, the 
factory makes and distributes two lines of 
home china—Castleton and the new Peter 
Terris China Originals — and produces 
American Haviland for Haviland & Co., 
Inc. Mr. Smith was president of Shenango 
until 1943 when he became chairman of 
the board, and during those many years 
he was responsible for introducing and 
perfecting revolutionary production meth- 
ods which have since been universally 
adopted. 

Gustav Staelin, who until his retire- 
ment in 1954 had worked for the Geo. 
Borgfeldt Corp., New York, died May 11. 
Mr. Staelin entered the employ of the 
Borgfeldt company in 1891 and retired 
January, 1954. He started with the firm 
as a stock boy and worked his way up to 
manager and buyer for the china depart- 
ment. During the years he made regular 
buying trips to Europe and Japan. He 
had also served as a director of the Geo. 
Borgfeldt Corp. 

Wm. W. Taylor, prominent jeweler of 
Herndon, Va., died February 21. He had 
operated a jewelry store in that city for 
more than 50 years. Surviving is his 
widow. 








ALA DINNER-DANCE 


i aie 





participation act provided much enjoyment. 
During the course of her act, she called 
upon each club member by name and iden- 
tified the sort of work he did in the in- 
dustry. After she had completed this roll- 
call and had all the members standing, 
she formed a chorus line and had the men 
Tun through several dance routines—much 
to the enjoyment of their companions. 

A total of seven handsome and valuable 
door prizes were drawn for and distributed 
among the ladies. 

Presiding over the evening’s festivities 
was President Arthur J. Tuveri (THE 
JEWELERS’ CIRCULAR- KEYSTONE). Since 
speeches are taboo at this annual event, 
Mr. Tuveri confined his remarks to a few 
brief words of welcome. 











Jacob Vander Zanden, 84, the oldes 
businessman in Green Bay, Wis., died 
May 19. Mr. Vander Zanden had for 62 
years headed J. Vander Zanden & Sons, 
leading Green Bay jewelry firm at 217 N. 
Washington St. Although he had retired 
from active management of the business 
20 years ago, he retained keen intereg 
in its development under his sons, all of 
whom ‘had been trained to carry on the 
work. Jacob Vander Zanden established 
his firm in a small shop in April, 1893, 
but subsequently moved the store to its 
present location. He had been trained as 
a watchmaker in his native Holland, com. 
ing to the United States in 1891 when he 
was 21 years old. His wife, the former 
Wilhelmina Van Laanen, whom he mar. 
ried in 1894, died in 1921. He is survived 
by five sons, two daughters, 13 grandchil- 
dren and 17 great-grandchildren. 





Irving Wolfgang, 62, Dies; 
Former President of NJA 


Irving J. Wolfgang, 62, who had served 
two terms as president of the National 
Jewelers Association, died May 16. 

Mr. Wolfgang, who was born in New 
York City, had resided in the City of 
Detroit for the past 59 years. He was 
engaged in the jewelry business for the 
past 38 years, and was the founder and 
president of Cole & Erwin Jewelers, which 


IRVING J. 
WOLFGANG 





operates two stores. Mr. Wolfgang was 
also the founder and president of the 
Miller chain, with stores in Jackson, Bat- 
tle Creek, Albion and Hastings, Mich. 

In addition to serving as NJA president, 
Mr. Wolfgang was founder and past presi- 
dent of the Greater Detroit Jewelers As- 
sociation. He was active in both of these 
trade organizations and aided immeasure- 
ably in obtaining legislation favorable to 
the industry. 

Surviving are his widow, two daughters, 
four grandchildren and his mother. 





North Dakota Jewelers’ Group 
Re-elects Helmers President 


Kenneth Helmers of Lisbon was re 
elected president of the North Dakota 
Watchmakers and Jewelers Association at 
its third annual convention. The organ- 
ization’s successful one-day convention was 
held April 24 at the Dacotah Hotel in 
Grand Forks. 

Paul Du Paul of Minot was elected vice- 
president of the association, while J. P. 
Madsen of Fargo was named secretary- 
treasurer. 

Elected as directors were: F. S. Moul- 
ton, Grand Forks; Leroy Lindekugel, 
Steele, and D. S. Kivley, Minot. 
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Timely Program and Gala Fashion Show 
To Highlight ANRJA’ s 50th Convention 


“Fifty Years of Service to the Retail 
Jewelers of America” is the theme of this 
year’s convention of the American National 
Retail Jewelers Association. This, the as- 
sociation’s golden anniversary convention 
and trade show, will be held August 14-18 
inclusive at the Waldorf-Astoria Hotel, 
New York. 

The entire program of convention talks 
and discussions by leaders of business and 
the jewelry industry will give retailers up- 
to-minute information that will be helpful 
in their business plans. 

Chas. M. Isaac, executive vice president 
of ANRJA, announced that additional ex- 
hibit space has been provided in order to 
meet the demand of new exhibitors. He 
stated that the total number of exhibit 
spaces sold to date is 319 and the total 
number of display spaces sold to date is 50. 

An unusual feature at the annual ban- 
quet on Thursday evening, August 18, will 


Aaron, Samuel, Inc........... New York, N. Y. 
Accro Watch Co., Inc........ New York, N. Y. 
Adams, William, Inc. ........ New York, N. Y. 
yO ER ener Philadelphia, Pa. 
Aetna Creations, Inc......... New York, 
Aisenstein, Louis & Bros., Ine. 


New York, N. Y. 


Alleraft Novelty Co., Inc. ...New York, N. Y. 
i 2) a ee eee Newark, N. J. 
PANU Ro ore cain k cgepnse's etre New York, N. Y. 
Altheimer & Baer, Inc............ Chicago, Ill. 
Alea Pearle, TGs. ccccsccces New York, N. Y. 
American Charm Corp........ New York, Bw. % 
American Import Corp. ...... New York, N. Y. 


American Thermo-Ware Co.. 
American Time Products, Inc. 


.New York, N. Y. 
.New York, N.Y. 


pe ree Providence, R. I. 


Apex Accessories Co., .. Greenwich, Conn. 
Arbor Jewelry Co............ Providence, R. I. 
Argentum Silver Co., Inc.... 


Arlen Trophy Co., Ine......... Brooklyn, N. Y. 
yO fy re New York, N. Y. 
BGO CHAM Coie cc ccc ccc ees Providence, R. I. 
Baden & F0es Coy. «ccs ces New York, N. Y 
Baker @ Co., Ine.........0. East Newark, N. J. 
Ballou, B. A. & Co., Ine....... Providence, B.. h. 
Bates, Cy d. B&B BOR. csc ccvccus Chester, Conn. 
Baume & Mercier............ New York, N. Y. 


Bayer, Pretzfelder & Mills, Inc. 


New York, N. Y. 
Benrus Wateh Co........66.. New York, N. Y. 
IR Pree rice re Madison, Wis. 


Berg 
Bergman & Lefkow Insurance Agency 


Chicago, Il. 


Berman Watch Co., Inc....... New York, N. Y. 
Berwin Jewelry Co., Inc...... New York, N. Y. 
Bloom, Roy M., Inc........... New York, N. Y 
Biumstein, A., Ime... ........ New York, N. Y 
Boardman, é& ©. & Con... New Haven, Conn 
NMR Oe caer aie a vc coca cus Providence, R. I. 
Boote, Edward, Inc........... ew York, N. Y 
Borel Watelt Co....0<.6ccieses Kansas City, Mo 
Botnie Coy, WiGissciccscccccss New York, N. Y. 
Bradley Time Corp......... .New York, N. Y. 


Bristol Seamless Ring Co..... 


Brown & Gravenson......... New York, N. Y. 


Bruner-Ritter, Inc 


Bulova Watch Co.............. Flushing, N. Y. 


Caplen Jewelry Display 


on Jewelry Display ........ Buffalo, 
Chapin Antiques 


Charm Craft Corp. ......... New York, N. Y. 
Chastell Clock .............. New York, N. Y. 
Chesterfield Jewelers, Inc. ...New York, N. Y. 
Cates Or OOs: coerce oc cecc evens Newark, N. J. 
Churchill Co., The .......... Greenfield, Mass. 
Cohen, A., & Sons Corp. ....New York, N. Y. 


Colonial Mfg. Co., 
Columbia Diamond Rings Division of 


Axel Bros. ......... Long Island City, N. Y. 
trea New York, N. Y. 
.New York, N. Y. 
‘New York, N. Y. 
.. New York, N. Y. 
7, Fenen Co....<<. Providence, R. I. 


Columbia Silver Co. 
Columbia Walescraft, Ltd. 
Courtney, John J., & Co.. 
Cramer-Tobias-Meyer, Ine. 
Cross, 


Croton Wend Co., Tie. «660% New York, N. Y. 
Cuckoo Clock Mfg. Co., Inc...New York, N. Y. 
arg Watelr 0: ...2006660: New York, N. Y. 

ee 1 Se reer Greenwich, Conn. 
Crystal Imports Corp. ....... New York, N. Y. 
Davids; Lothar cs.. c<<c veces New York, N. Y. 


Davidson & Sons Jewelry Co., Inc. 
New York, N. Y. 
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.New York, N. Y. 


N. ¥. 
Meir eid Rei eRe New York, N. Y. 


ENG@r cess New York, N. Y. 


be the golden anniversary salute to all liv- 
ing past presidents. Special past presi- 
dents’ jewels have been designed and will 
be awarded during the annual banquet. 
The custom of awarding a similar jewel 
for use by the current president also will 
be introduced at that time. 

A handsome 
every 


souvenir will be given to 
the annual ban- 
It has been. designed to commem- 
orate the 

Outstanding entertainment at the annual 
banquet will be provided by a special show 
featuring “Fashions in Jewelry, Yesterday 
and Today.” The show will be staged by 
Martha Percilla, director of the 
Jewelry Industry Council. 

In addition, the convention program will 
feature talks on subjects of timely interest 
and importance to retail jewelers. 

Following is a list of firms that will be 
exhibiting at ANRJA’s 1955 trade show: 


person attending 
quet. 


golden anniversary. 


fashion 


Delaware Watch Co. ........ New York, N. Y. 
Dennison Mfg. Co. ....... Framingham, Mass. 
Dershowitz, L., & Co. ....... New York, N. Y. 
Dorsay Products ...........- New York, N. Y. 
Eagle Watch Co., Inc. ...... New York, N. Y. 
Bleetric City Hox Co. .........- Buffalo, N. Y. 
Elgin National Watch Co. .........Elgin, Il. 
Empire Holloware Co., Inc...New York, N. Y. 
Enicar Watch Corp. ........ New York, N. Y. 
Evans Case Company ...North Attleboro, Mass. 
Fantasy of Jewels .......... New York, N. Y. 
Feature Ring Co., Inc. ...... New York, N. Y. 
Feinstein, E. S., & Co. ...... New York, N. Y. 
Firestone Trading Co. ........ Paterson, N. J. 
Firman Leather Goods Corp..New York, N. Y. 
MR Oy OG 6 bn ass oa nacaaeeued ewark, N. J. 
Fleischmann, Louis ........ New York, N. Y. 
PIM EGE CORD 6cccccccdcees New York, N. Y. 
Wr Ge WN nduwence ue New York, N. Y. 
Brven, 5. Gi. URGE ceccciccs New York, N. Y. 
Forestville Clock Co. ........ New York, N. Y. 
Forever Yours Ring Co. .....New York, N. Y. 
Forman-Cutler Co. ......... New York, N. Y. 
Forman Family, Inc. ......... Brooklyn, N. Y. 
Forstner Chain Corp. ........ Irvington, N. J. 
Foster Metal Products, Inc....Attleboro, Mass. 
Frackman, Harry & Ben, Inc., 

New York, N. Y. 
Freed, Edwin, Inc. ......... New York, N. Y. 


Gemological Institute of America, 
Los Angeles, Calif. 
Electric Co., Clock & Timer 
Small Appliance Division, 
Ashland, Mass. 
.New York, N: Y. 


General 
Dept., 


Gift Box Corp. of America. . 


Glass, Leo, & Co., Inc. ...... New York, N. Y. 
Gold Filled Manufacturers Assn., 

WOE iwtwiwecta sce eakeweeene Attleboro, Mass. 
yoldstein-Gerson Co., Inc. ...New York, N. Y. 
Gorham Company, The ...... Providence, R. I. 
Grat & Ginue. ING. «<.cccecs. New York, N. Y. 
Gruen Watch Co., The ....... een Ohio 


Gutschneider, Jack, Jewelry Co., In 
New York, Ww YX. 


WN Ce i acedadaesonecmceaeas Elgin, Tl. 
Hamburger, H., Co., Inc. ...New York, N. Y. 
Hamilton Watch Co. .......... Lancaster, Pa. 
Hamshire Silver Co. ........ New York, N. Y. 
Harman Watch Co. ......... New York, N. Y. 
Hartman Box Corp. ........ New York, N. Y. 
Harves Jewelry Co. ......... New York, N. Y. 
Heirloom Clock Co. ........... Paterson, N. J. 
Helbros Watch Co., Inc. ..New York, N. Y. 
Heller, L., & Son, Inc. ...... New York, N. Y. 
Holzer Watch Co., Inc. ...... New York, N. Y. 
Honora Jewelry Co. ......... New York, N. Y. 


Huye Space Saving Box System, Inc 
New Orleans, La. 
Hy-Sil Manufacturing Co. ...New York, N. Y. 


iintacemaeed Elgin, Il. 
.Philadelphia Pa. 
New York, N. Y. 


Illinois Watch Case Co. 
Imperial Lamp & Shade Co.. 
Imperial Pearl Syndicate, Inc.. 


Incabloec Corporation ........ New York, N. Y. 
Ingraham, E., Co., The ........ Bristol, Conn. 
International Silver Co., The...Meriden, Conn. 
Jahel Ring Mis. Co. ....6<«s- Newark, N. J. 
Jackson Vitrified China Co...New York, N. Y. 
daffe, A., & Son, Ine. ....+«- New York, N. Y. 
Jay-O, Nighi oe sees se: Upper Montclair, N. J. 


Jewelers’ Buyers Guide 


Jewelers’ Circular-Keystone..New York, N. Y. 
Jewelry Industry Council ...New York, N. Y. 
Jewelry Magazine ........... New York, N. Y. 
Jones & Woodland ............ Newark, N. J. 
Kahn, L. & M., & Co. ....... New York, N. Y. 
Karp, David, Co., Ine. ...... New York, N. Y. 
Karpeles Rosary Co. ........ Providence, R. I. 
Karv-Art Products Manufacturing 
Camden, N. J. 
Kaspar & Esh, Inc. ......... New York, N. Y. 
ee ee Se New York, N. Y. 
Katz, Frank M., Ine. ....... New York, N. Y. 
Kaycraft Company, Ine. ..... New York, N. Y. 
Keystone Silver, Inc. ........ New York, N. Y. 
Ji. 3 a * * ere ee New York, N. Y. 
Kirk, Samuel, & Son, Ine. ..... Baltimore, Md. 
io Se ee New York, N. Y. 
Kocher, Walter, & Co. ...... New York, N. Y. 
Kohn, William, & Company ....Buffalo, N. Y. 
Kramer Jewelry Co. ........ New York, N. Y. 
Peres (OC. 6 evecsccccices Newark, N. J. 
Kritzer-Stern and Kritzer, Inc. 
New York, N. Y. 
Kushner & Pines, Ine. ...... New York, N. Y. 
L.M.D. Jewelry Mfg. Corp. ..New York, N. Y. 
Lady Alice Pearls .......... New York, N. Y. 
RG GONE Sc e6 ccsandcués New York, N. Y. 
Lampl, Walter ............. New York, N. Y. 
Landau, Max, & Co. ......... New York, N. Y. 
Lasner Jewelry Corp. ....... New York, N. Y. 
Leading Jewelry Mfg. Co., The, 
New York, N. Y. 
Lederer, Victor E., Inc. ..... New York, N. Y. 
Lehman Bros. Silverware Corp., 
New York, N. Y. 
Lieber & Lerner ............ New York, N. Y. 
Late DONE i kee csccvecces New York, N. Y. 
Lifton, Harold, Co., Inc. ....New York, N. Y. 
Lignum-Vitae Products Corporation, 
Jersey City, N. J. 
Linde Air Products Co. ...... New York, N. Y. 
Lipman, Bernard, Inc. ...... New York, N. Y. 
Lloyds of New York ........ New York, N. Y. 
Longines-Wittnauer Watch Co., Inc., 
New York, N. Y. 
Lovebright Diamond Co., Inc.. New York, N. Y. 
Luria, L., & Son, Ine. ....... New York, N. Y. 
Gls BON s cae w cena New York, N. Y. 
Mele Mfg. Co., Inc. ......... New York, N. Y. 
Mercury Ring Corp. ......... New York, N. Y. 
Minnesota Mining and Mfg. Co..St. Paul, Minn. 
Modern Onyx Mfg. Co., Inc....Brooklyn, N. Y. 
Mohertus Trading Co. ....... New York, N. Y. 
Monarch Watch Co., Inc. ....New York, N. Y. 
Monterey Jewelers, Inc. ..... New York, N. Y. 
Morel Jewelry Displays, Inc..New York, N. Y. 
Morris, Norman M., Corp. ...New York, N. Y. 
I NE da cc evistcscecedue Chicago, Ill. 


Muller, John F., Associates, Inc. 





eee New York, N. Y. 


New York, N. Y. 


Napier Co., The 


Nathansohn-Lipschutz Co. ...New York, N. Y. 
National Jeweler ........... New York, N. Y. 
National Silver Co. ......... New York, N. Y. 
National Silver Deposit Ware Co., 

New York, N. Y. 
New Hermes, Inc. .......... New York, N. Y. 
Norma Pencil Corp. ......... New York, N. Y. 
North American Philips Co., Inc., 

New York, N. Y. 
One, TAG. 6 oss nee csccscecnccs Oneida, N. Y. 
CMON eccddauwccucensevnas Providence, R. I. 


Otranto, Louis 


Pan American Barter Co., Inc., The, 


CTO eC Meriden, Conn. 


easwanddecnne New York, N. Y. 


New York, N. Y. 


Paper-Mate Eastern, Inc. 
Parker Pen Company, The .. 
Pernino Bros., Ine. 
Philco Corp. 
Polishook, K., & Son Corp... 
Poole Silver Co. 


Radio Corporation of America. .Camden, 


Reed & Barton Silversmiths. . 
Regency 7 een - 
MNO WR Phi dacdecedsceswscaces Buffalo, 
; oe see C., Son 


Remington Rand, a. Electric Shaver 


DS waecdeadat hin kanee a cea New York, N. Y. 
Rice, Irving W., & Co., Inc..New York, N. Y. 
ee Ba Wee BGS kc cccnnes New York, N. Y. 
Robinson, Edward B. ....... New York, N. Y. 
Ronson Corporation ........... Newark, N. J. 
Rosenthal, Herbert, Jewelry Corp., 

New York, N. Y. 
Rosner Container Co. ....... New York, N. Y. 
errr error New York, N. Y. 
Royal Crown Derby Bone China, 

New York, N. Y. 
Royal Zircon Co. ..........-- New York, N. Y. 
Sacks, H., & Sons ........--- Brookline, Mass. 
Sarkin, David, Inc. ......... New York, N. Y. 
Savoy Watch Co. .........--- New York, N. Y. 
Saxony Watch Co. ........-- New York, N. Y. 


(Please turn to page 174) 


..New York, N. Y. 
.Janesville, Wis. 
necerehe New York, N. Y. 
eee re Philadelphia, 
-New York, N. Y. 
caateeuneasees Taunton, Mass. 


N. J. 


-Taunton, Mass. 
.New York, N. Y. 
N. 
Ka cua date Pittsburgh, Pa. 
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Executive Appointments 








Elected 

V. P. of 

Gruen 
Watch Co. 


JOSEPH A. 
BRANDT 





Edward A. Weitzen, president of the 
Gruen Watch Co., has announced the elec- 
tion of Joseph A. Brandt as vice president 
in charge of finance. 

Mr. Brandt recently joined the, Gruen 
organization following eight years as 
secretary and controller of Louis Aisen- 
stein & Bros., Inc., New York. His back- 
ground in finance is augmented by previous 
experience as an attorney and in the 
accounting field. 

In his new post, Mr. Brandt will be in 
charge of all financial matters for the 
company. 


Appointed 
Asst. Sec'y. 
of Bulova 
Research 
Laboratories 


SEYMOUR 
HERSCHER 





The appointment of Seymour Herscher 
as assistant secretary of the Bulova Re- 
search & Development Laboratories, Inc., 
has been announced by Omar N. Bradley, 
chairman of the board. 

In addition to this new post, Mr. 
Herscher will continue in his position as 
secretary of the executive committee of the 
Bulova Watch Co., Inc., and assistant 


secretary for the firm. 
Mr. Herscher has been with Bulova for 
the past 15 years. 


Joins 
A. Jaffe 
& Son 
as Diamond 
Buyer 


SIDNEY D. 
WEITZ 





A. Jaffe & Son, Inc., New York diamond 
importers at 64 West 48th St., announced 


140 








recently the appointment of Sidney D. 
Weitz as diamond buyer. 

Mr. Weitz, who has spent 15 years in 
the diamond industry, was formerly as- 
sociated with the firms of Baumgold Bros., 
Inc., and Shiman Bros. & Co., Inc. 

A graduate of City College of New York, 
Mr. Weitz is presently taking courses to 
finish a masters degree in sales promotion 
and sales management. 


a 


Named 
Style 
Director 
of Elgin 
National 
Watch Co. 





ANNI SPEIER 


National Watch Co. an- 


The Elgin 
nounced recently that Anni Speier has 
been named to the newly created position 


of style director. She will evaluate and 
report on the latest fashion trends as they 
develop in the U. S. and Europe. 

By forecasting trends, Miss Speier will 
enable Elgin to translate this information 
into current watch styles, and aid jewelers 
by providing the newest products possible 
in the latest styles. 

Prior to joining Elgin Miss 
worked with several of the nation’s top 
fabric houses. She also has spent con- 
siderable time as adviser to the plastics 
industry. 


Speier 





Emerson Elects Two New VP's 


At a meeting of the board of directors 
of Emerson Radio and Phonograph Cor- 
poration, Michael Kory was elected vice- 
president in charge of sales and Lester 
Krugman was elected vice-president in 
charge of marketing. 


LESTER 
KRUGMAN 


Named V.P. 
in charge of 
Marketing 





Mr. Kory, whose jurisdiction will cover 
the sales of all Emerson products, includ- 
ing radio, television, phonographs and air 
conditioners, has been director of sales 
since July, 1954. 

Mr. Krugman, who recently resigned as 
advertising director of Bulova Watch Co.., 
will supervise advertising, sales promotion, 











{ 


public relations and market research, Prior 
to joining Bulova, Mr. Krugman had been 
an account executive with the Grey Adyer. 
tising Agency, and director of advertising 
and sales promotion for Decca Records, 





Paul Elected President of 
Wiss Sons of Newark, N. J. 


Wiss Sons, Inc., leading jewelers of 
Newark, N. J., announced recently the 
election of H. Victor Paul as president, 
He succeeds Jerome B. Wiss, who was 
named chairman of the board. William §, 
Taylor was re-elected secretary-treasurer, 

Mr. Paul, formerly vice president and 
general manager, has been associated with 
the Wiss stores 28 years. He is the first 
other than a member of the Wiss family to 
become president since the firm was 
founded by Jacob Wiss in 1848. In addi. 
tion to its Newark store at 665 Broad St, 
the Wiss firm has branches in East Orange, 
Montclair and Rahway. 


H. VICTOR 
PAUL 


New President 
of Wiss 
Sons, Inc., 
Newark, N. J 





Mr. Paul is a director of the Jewelry 
Industry Council, the Jewelers Security 
Alliance, and the Jewelers Vigilance Com- 
mittee. As chairman of the Jewelry In- 
dustry Tax Committee, he represented the 
industry during Congressional hearings 
leading to reduction of the excise tax on 
jewelry. 

All three officers of the Wiss firm are 
Certified Gemologists and Registered Jew- 
elers of the American Gem Society. 





Budget Consultant Firm to 
Open 18 New Branch Offices 


The Silver Shield System, Inc., a budget 
consulting and debt liquidation organiza- 
tion, announced last month plans to open 
18 or more offices this year. 

Although operating only one year, Silver 
Shield presently has nine offices—six in 
New York City, and the others in Newark, 
Yonkers and Schenectady. 

In New York State, new branches will 
be opened in Troy, Albany, Hempstead, 
and Peekskill. Four additional offices will 
be opened in New York City. In New 
Jersey, offices will be established in Jersey 
City, Paterson, Passaic and Trenton. Two 
offices each will also be located in Phila- 
delphia, Chicago and Detroit. 

Over-all plans call for the establishment 
of Silver Shield branches in every major 
city in the country, according to Saul 
Kampf, chairman of the board of directors. 
Most of these new offices are expected to 
be operating within two years. 
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Proposed Bill Would Require 
Survey of PX Operations 


A measure to require the government to 
make the first complete survey of the ex- 
tent and operations of the military com- 
missary stores and post exchanges—as rec- 
ommended by the Hoover Commission on 
government organization—is under study 
in Congress. 

The measure, introduced by Rep. Bruce 
Alger, R., Tex., would have the survey con- 
ducted to determine whether the military 
is carrying out the intent of Congress that 
PX’s are non-competitive with private in- 
dustry; what the true cost of operating 
them is; how much they actually benefit 
members of the armed services, and how 
much taxes would be derived from private 
business if PX’s were dropped or owned 
by private firms. 

The U. S. Chamber of Commerce, mean- 
while, has been attempting to have killed 
a bill, which was attached as a rider to a 
Defense Department appropriation bill, be- 
cause of fears that it would nullify earlier 
legislation requiring an end to government 
competition. The rider would require that 
any service of operation to be discontinued 
because it competes with private business 
would have to be approved by a congres- 
sional committee, and could be blocked 
with only one or two dissents. 





David Grad Co. Appoints 
Gerstman as Sales Manager 


The David Grad Co., 303 Fifth Ave., 
New York, creators of Donna costume jew- 
elry, announced recently the appointment 
of George Gerstman as sales manager. 


Mr. Gerstman, who has been with the 
David Grad Co. for over 18 years, will be 
called on to oversee an expanded sales 
force of 18 men. He will continue to ser- 
vice his present accounts and maintain his 
contacts with resident offices. 


NEMJ&SA to Expand 
Jewelry Training Program 


The vocational training school in jewelry 
crafts conducted in Providence for the past 
two years will be expanded in the fall to 
include the Attleboro, Mass., area. 

This was announced at the school’s year- 
end banquet in the Sheraton-Biltmore Ho- 
tel, Providence, June 23, at which certifi- 
cates were presented 22 students. 

Six of the group had completed the six- 
year toolmaking apprenticeship; seven had 
finished four years of related training in 
toolmaking, and nine had completed the 
two-year electroplaters’ course. 

The Providence school, sponsored by the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association, with the  co- 
operation of the Providence school system, 
has functioned successfully for two seasons. 

Students are apprentices in jewelry fac- 
tories in the area and are selected for 
attendance at the school by their employ- 
ers. They are required to attend school 
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from 1:00 to 5:00 P.M. one afternoon a 
week as part of their job. 

During the past year there have been 
four classes in toolmaking, each of one 
year’s duration. The students are trained 
in related training work, blueprint read- 


ing, sketching, mathematics and _ metal- 
lurgy. 
There also have been two classes in 


electroplating. The first year is an elemen- 
tary course, the second, providing analysis 
of solutions. 

In the coming year the Providence school 
will add a third course—samplemaking. 

The school to be set up in Attleboro— 
at the vocational school in that area—will 
include the four classes in toolmaking and 
the two in electroplating the first year. 


BALLARD AND NIEMEYER HONORED AT INTERFAITH FETE 


Enrollment in both schools is expected 
to reach the 100 mark. Registration will 
begin in September. 

The association was complimented at 
the year-end banquet for its foresight and 
aggressiveness in providing the vocational 
training, and in using the media to keep 
the industry staffed with skilled artisans. 

Isadore Paisner of Brier Mfg. Co., chair- 
man of the association’s vocational train- 
ing committee, was toastmaster. Talks 
were given by Gov. Dennis J. Roberts of 
Rhode Island; Dr. James L. Hanley, super- 
intendent of Providence schools; Dr. Anson 
Barber, superintendent of schools in Attle- 
boro, and Dr. Michael F. Walsh, commis- 
sion of education in Rhode Island, who 
presented the certificates. 





John H. Ballard (left), president of Bulova Watch Co., and G. H. Niemeyer (second from 
right), chairman of Handy & Harman, are holding the brotherhood awards they received 
at the annual dinner sponsored by the jewelry industry on behalf of the National Con- 
ference of Christians and Jews. General Omar N. Bradley made the presentation to Mr. 
Ballard, and Walter Kahn (right) made the presentation to Mr. Niemeyer. In center is 
W. Waters Schwab, president of J. R. Wood & Sons, who served as chairman of the event. 


Two world famous soldiers and a rec- 
ord-breaking attendance by members of 
the jewelry industry joined in making the 
recent dinner on behalf of the National 
Conference of Christians and Jews the 
most impressive in the history of these 
annual brotherhood events. 

Held at the Waldorf-Astoria on May 24, 
the dinner honored John H. Ballard, presi- 
dent, Bulova Watch Co., and G. H. Nie- 
meyer, chairman, Handy & Harman. Prin- 
cipal speakers included General Omar 
Bradley, now serving as president of the 
Bulova Research Laboratories, and Brig. 
Gen. Carlos P. Romulo, special envoy from 
the Philippines to the United States. 

W. Waters Schwab, president, J. R. 
Wood & Sons, who served as chairman of 
the dinner committee, presided. In an 
eloquent opening statement, Mr. Schwab 
paid tribute to the two guests of honor 
and pointed out that each of them sym- 
bolized the devotion of the entire industry 
in the cause of building good will and 
understanding among Protestants, Catho- 
lics and Jews. 

“The men and women of the jewelry 
industry realize.” he stressed, “that no 
man is an island, no nation is an island.” 
He then went on to praise the National 
Conference of Christians and Jews “for 
changing brotherhood from just a lovely 
word to our national policy.” In this proc- 





ess, Schwab continued, the jewelry indus- 
try has taken a praiseworthy role of lead- 
ership. 

Each of the honored guests received a 
beautiful silver plaque, emblematic of the 
brotherhood award of the National Con- 
ference “for distinguished service in the 
field of human relations.” All of the speak- 
ers paid tribute to the business accom- 
plishments of Ballard and Niemeyer, prais- 
ing particularly their activities as com- 
munal and philanthropic leaders. _ 

Gen. Bradley made the formal presen- 
tation of the award to Mr. Ballard. Re- 
sponding to a standing ovation, Gen. Brad- 
ley said: “This would be a pretty terrible 
world to live in if we were not our broth- 
er’s keeper.” 

Walter Kahn made the presentation to 
Mr. Niemeyer. In his tribute, expressing 
the sentiments of a life-long friendship 
with the guest of honor, Mr. Kahn gave 
highlights of Niemeyer’s career that began 
as an office boy and ended as head of 
Handy & Harman. 

The closing address was made by Gen. 
Romulo who underlined the significance 
of the recent Asia-Africa Conference at 
Bandung, in which the fiery Filipino 
statesman played an historic role as the 
champion of democracy. 

An entertainment interlude was pro- 


vided by Joey Adams and AI Kelly. 
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It was “Jewelry Festival Day” in Provi- 
dence on Friday the 13th of May. 

By means of a gay, colorful, day-long 
program the jewelry manufacturers in 
Rhode Island and the Attleboros turned 
a generally-conceded “bad-luck” day into 
one it believes will bring good luck and 
future growth and strength to the industry. 

Sponsored by the New England Manu- 
facturing Jewelers’ & Silversmiths’ Asso- 
ciation, and conducted by its member and 
public relations committee, its objectives 
were to create pride in the industry among 
the manufacturers themselves and also to 





| 


Jewelry Festival Day’ is Huge Success; 
Providence Event to be Staged Annually 


make the industry better known to the 
general public. It is now planned to 
make it an annual event. 

Features of the day’s program were re- 
lated to the past, present and future of the 
jewelry manufacturing industry. 

Opening the day was a series of plant 
tours arranged for seniors in the Greater 
Providence area. 

In the afternoon a fashion show—held 
for the public—pointed up the steps the 
manufacturers are taking to design and 
produce jewelry that compliments the 
latest style trends. 





EITHER WAY ( °8,297 








YOU'LL BE AHEAD 





in the most important sales in your store! 





DIAMOND BRIDAL SETS AND STONE RINGS! 





STOP at the 
DASON RINGS 


display at the 


GET your 
FREE COPY 


of this colorful 


IDEA BOOK 


Write for this 44-page book on your 
business stationery. No obligation. 


20 W. 47th STREET - 
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JEWELRY SHOWS 





e CHICAGO July 24 to 28 
Booths 112 and 113 


Booths 37 & 38 — Rooms 668-670 


Room 552 


e ATLANTA Avg. 28 to 31 
Room 708 


e DALLAS September 4 to 8 
Room 1249 





Established in 1894 


DAVIDSON & SONS 


JEWELRY CO., INC. 
NEW YORK 36, N.Y. 





@ NEW YORK Avg. 141018 | 


e PITTSBURGH Avg. 281031 | 








A trade reception—held in the Shera. 
ton-Biltmore Hotel—preceded the climax 
to the day’s festivities, the world premiere 
of Columbia Pictures’ technicolor film, 
“A Prize of Gold.” 

Georgia Landau and Hildy Parks, star. 
lets of Columbia, together with the Festival 
Day Queen, Miss Renee Gates of Boston, 
were present at the reception and also 
took part in the brief industry program 
that accompanied the showing of the pre- 
miere film. 

Completed on the day of the festival was 
a series of school assemblies in several 
Rhode Island and nearby Massachusetts 
communities at which industry leaders— 
for a period of 10 days—told the industry’s 
success story. 

The objective of the festival was to 
establish between the people of the Provyj- 
dence-Attleboro area and the industry a 
closer understanding and so maintain 
Metropolitan Providence as the “Jewelry 
Center of the World.” 

The fashion show—attended by nearly 
1,500 people—and the plant tours served 
to spread the news of the past accomplish- 
ments of the industry and of its economic 
importance to the communities it serves. 

The school assemblies, while also point- 
ing up the past achievements, stressed the 
future potential of the area’s fastest grow- 
ing industry, and acquainted high school 
boys and girls with the job opportunities 
it has for young people with a variety of 


skills. 


Columbia starlets—Hildy Parks and Georgia 
Landau, left to right—looking at jewelry 
display at the Union Station of New Haven 
Railroad. At left is S. L. "Bud" Cantor of 
the Gold Filled Manufacturers Association. 
At right, David Kleinman of Kleinman & 
Sons. 


Throughout the day facts about the 
industry’s growth and outlook were broad- 
cast by radio, television, the local pres 
and at the various festival events. 

Providence presented a gala appearance 
for the observance. Banners, window dis- 
plays, an exhibit at the Providence public 
library and radio and TV programs helped 
to create a festival atmosphere for the day’s 
events. 

The plant tours for seniors included 11 
factories in the Providence area and 
seven in the Attleboros. Plant executives 
showed the groups how jewelry is made, 
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the various processes involved, displays of 
finished products, the advertising and 
marketing procedures and the amount of 
clerical work associated with the business. 

Girls in the group were given tickets to 
the fashion show—An Interlude of Fashion 
Gems—held at the Veterans Memorial 
Auditorium in the afternoon. 

Miss Jeanne Roche Cain of Boston, a 
model and an_instructress of modeling, 
directed the event, assisted by 14 profes- 
sional models. The Festival Day queen 
was present in her “royal” gown and 
jewels. 

More than 100 door prizes 
jewelry manufacturers—were 
The show was interspersed with entertain- 
ment, including songs by Phil Phillips of 


donated by 
presented. 


Boston, a six-year-old who has been ac- 
claimed as a miniature double of Gordon 
MacRae. 

The trade reception in the early evening 


L. Borrelli, Pearl Importer, 


Returns from Trip to Japan 


L. Borrelli. president of L. Borrelli 
Corp., 665 Fifth Ave., New York, import- 
ers of cultured pearls, returned recently 
from a four-month trip to Japan. Mr. Bor- 
relli reports that the cultured pearl indus- 
try in Japan is continuing to thrive. 


L. BORRELLI 


President of 
L. Borrelli 
Corp. 
New York 


He noted that the supply of cultured 
pearls is excellent, despite several typhoons 
which hit cultured pearl producing areas. 
Prices of cultured pearls, in Mr. Borrelli’s 
opinion, will remain constant, with no in- 
crease expected in the near future. 

Mr. Borrelli has been in the cultured 
pearl business for over 30 years and he 
makes it a point to visit Japan at least 
once a year. Actually his family has had 
dealings with Japan for 70 years, inter- 
rupted only by the war years. 


U. S. Diverts Nickel from 
Stockpile to Industry 


Government officials are making an extra 
two million pounds of critically - short 
nickel available to industry during June 
in an attempt to head off threatened short- 
ages of nickel-alloys. 

Release of the additional metal brings 
to three million pounds the total amount 
of the metal which the government is 
diverting from its scheduled deliveries to 
the stockpile in order to relieve the indus- 
try pinch. About 80 per cent of the extra 
metal will go to industry to fill military 
and atomic energy needs, and the remain- 


der will be sold to industry for civilian 
uses, 
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was a colorful affair. The Town Room of 
the Sheraton-Biltmore Hotel was _trans- 
formed into a cocktail lounge, the table 
centerpiece including a gaily-lighted foun- 





facturers’ Association, through whose aus- 
pices the film’s premiere was planned. 
The display will go with the picture to 
its opening in a score or more cities of the 











tain. 

More than 500 jewelers, trade press 
representatives and state and municipal 
officers were in attendance. Gov. Roberts of 
Rhode Island, who issued a proclamation | 
for the greeted the | 
gathering. 

The guests and officers of the industry | 
formed a motorcade at the close of the | 
reception and proceded through the down- | 
town section of Providence for the full- | 
scale world premiere of “A Prize of Gold.” | 

In the lobby was a display of gold filled 
jewelry arranged by the Gold Filled Manu- | 


United States beginning in June. 

A graphic record of the first “Jewelry 
Festival Day” was made by the Rhode 
Island Development Council. All through 
the day movies were taken at the various 
events. They will be combined into a 
sound film for use of the industry in 
publicizing itself. It will have its first 
showing at the annual meeting of the 
NEMJ&SA in October. 

An attractive brochure, including the 
day’s program listings and many pertinent 
facts about the industry, was widely dis- 
tributed during the day. 


day’s observance, 
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jewelers alike profit from 

the ‘‘starring" role Linde* stars 
play in their sales picture! 


LINDE’STAR @ 


mem, Bee, am aek aa S 


of the Nation’s Foremost 
Manufacturing Jewelers 


ah 


NEW YORK CITY 


Beckerman & Lerner 

Belenky Bros., Inc. 

J. L. Brandt Co. 

Coronet Jiry. Mfg. Co., Inc. 
Davidson & Sons Jiry. Co., Inc. 
Fidelman-Danziger, Inc. 

J. and H. Flyer, Inc. 

Geverts & Co., Inc. 
Goldstein-Gerson Co. 

Green Co., Jewelers, Inc. 
Harry Guise 
Kahn and Co. 

Morris Kaplan and Sons 
Knight Manufacturing Co., Inc. 
Kritzer, Stern and Kritzer, Inc. 
Murray Perkel & Co., Inc. 
Aaron Perkis 
Samuel Platzer Co., Inc. 

K. Polishook and Son Corp. 
S. & M. Jewelry Co. 

David Sarkin, Inc. 
William Schneider 
Stern & Stern, Inc. 
Untermeyer, Robbins & Co., Inc. 
J. R. Wood & Sons, Inc. 





CHICAGO, ILLINOIS 


Ed. Cain & Co., Inc. 
Hirsch and Oppenheimer 
Milhening Mfg. Co. 
Wendell and Co. 


INDIANAPOLIS, INDIANA 
Goodman and Company 
MINNEAPOLIS, MINNESOTA 
Ostbye and Anderson 
ST. LOUIS, MISSOURI 
Kinsley & Sons, Inc. 
OHIO 
Fratianne Mfg. Co. 
The Victor Corp. 
PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


NEW JERSEY 
Acme Ring Mfg. Co., Inc. 
Church & Company 
F. & F. Felger, Inc. 
Jabel Ring Mfg. Co., Inc. 
Jones & Woodland Co., Inc. 
Larter and Sons, Inc. 


For the best rings 
_and the loveliest 

settings . . . look to the 

list of manufacturing BUFFALO, N. Y. 


The Bock-Lewis Co. 


jewelers. And for : 
M. A. Reich and Co. 


the most beautiful 


man-made gems, look to 





% 
Linde* Stars. These manu- ‘ 
facturing jewelers use them ) | 
in their designs . . . retailers 


find they sell on sight. 


HARLES F. WINSON 


IRLOWIDE DISTRIBUTORS 
S80 FIFTH AVENLE. NEW YORK 36 
COLUMBUS 5-2656 


*“‘Linde’’ is a registered 
trademark of Union Car- 
bide & Carbon Corp.—a 
synthetic gem. 
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Hogan Succeeds Bagge as 
President of Golden Nuggets 


Thirty-six traveling men attended the 
annual breakfast meeting of the Golden 
Nuggets, Inc., which was held during the 
recent convention of the California Retail 
Jewelers Association in San Francisco. 
President Hans J. Bagge (Jean R. Graef, 
Inc.) presided at the event. 

It was decided at the meeting to create 
a new position in the organization—that 
of third vice-president; and to combine 
, the positions of secretary and treasurer. It 
was also decided that the immediate past 
president would become a member of the 
board of trustees; that the duties of first 
vice-president be changed to place him in 


charge of entertainment at the convention; 
that the second vice-president head the 
membership committee; and that the third 
vice-president assist the first vice-president 
on entertainment. 

Plans were also announced for two more 
meetings a year in addition to the annual 
meeting at the California RJA convention, 
to be held simultaneously in northern and 
southern California early in September 
and between Christmas and New Year. 
September 2 and December 28 were tenta- 
tively set for the two additional 1955 get- 
togethers. 

Officers elected for the ensuing year in- 
cluded: Jack Hogan (E. W. Reynolds), 
San Francisco, president; Edward Endman 
(Pacific Jewelers Supply and Nordman & 
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NEW FRONTIER FOR PROFITS! 


DAVY CROCKETT 


| WRIST WATCHES 
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WHAT A WATCH FOR DAVY CROCKETT 
FANS!...AND WHAT A BEST-SELLER FOR 
YOU! Every youngster will want this hand- 
some wrist watch... because there’s a full- 
color picture of Davy right on the dial! It's 
dependable and Fully Guaranteed. Its 
rugged, gleaming chrome plated case and 
unbreakable crystal will take plenty of 
punishment. Genuine leather western strap 
and fittings, too. Powerfully merchandised 
to stimulate more impulse sales. 











SENSATIONAL SALES-MAKER! 
Full Color 3-D Gift Package 
Every Davy Crockett watch comes in a bright 3- 
Dimensional full-color gift package, showing Davy 


on some of his exciting adventures. Youngsters 
will love it... parents, too! 


See 




















The FRONTIER-SCOUT 
with Leather Strap 


$495 


DELUXE FRONTIER-SCOUT 
with Expansion Bracelet 


$6.95 


PLACE YOUR ORDER NOW TO INSURE EARLY DELIVERY 
Write for Full-Color Catalog of Famous-Name Character Watches 


SEE US AT BOOTH No. 61, Conrad Hilton Chicago, July 22-28 


eof. 8 -emoned -@ fol? wated. | 


19 West 24th Street, New York 10, N. Y. 











Aurich), Los Angeles, first vice-president: 
Jesse Linzer (Van Craeynest & Linzer 
Inc.), San Francisco, second vice-presi. 
dent; and Jack H. Spiro (A. Cohen & 
Sons), Los Angeles, third vice-president 
The combined office of secretary-treasurer 
was filled by Ralph P. Gomez of Gome 
Mfg. Co., San Francisco. Harry Winning 
(The Ball Co. of Calif.), Los Angeles, and 
Al Micheli (William V. Schmidt (o,) 
San Francisco, were named as first onl 
second assistant secretary-treasurer, respec. 
tively, 

Members of the Board of Trustees in- 
clude: For a one-year term—Paul Branyen 
(E. W. Reynolds, Los Angeles) ; Charles 
Simon (Simon-Green Co., Los Angeles) ; 
Harry Winning; and Al Micheli. For g 
two-year term—Rudy Apffel (James A. 
Apffel Co., Los Angeles); Earl S. Lohr 
(Hamilton Watch Co., San Francisco) ; 
Neil Best (Kremetz & Co., South San Fran. 
cisco); and Max Mandelbaum (Speidel, 
Los Angeles). For a three-year term— 
Dick Abrahams (Baden Foss Co. and 
Croton Watch Co., Fairfax) ; William Hen. 
derson (Ralph W. Biggs & Co., Corte 
Madera); Robert Mendelson (Jacques 
Kreisler Mfg., Los Angeles) ; and Donald 
C. Woodruff (International Silver, Los An. 
geles). Retiring President Bagge became 
an ex-officio member of the Board. 


Watch Repair a Hobby? 


Anyone with 50¢ cold cash and the 
proper government manual should be able 
to become a successful watch repairman— 
or so the Government Printing Office im. 
plies. 

A new brochure on government “hobby” 
publications, lists a “do-it-yourself” manual 
for watch repairing. “Watch repairing,” 
according to the explanation, “is an inter- 


esting and remunerative hobby.” The 
manual is described by the following para- 
graph: 


“Containing detailed instructions for in- 
spection, assembly, and repair of pocket 
watches, wrist watches, clocks and other 
timepieces. Details of repair are illustrated, 
and instructions are simple and complete. 
There is a breakdown of individual makes 
of watches and specific instructions are 
given for each make (222 pages).” 

The “hobby” manual, “Wrist Watches, 
Pocket Watches, Stop Watches and Clocks” 
(Catalog No. W1.35:9-1575), is available 
for 50¢ from the Superintendent of Docu: 
ments, Washington 25, D. C. 





California RJA Elects 
Jolley as President 


Vernon Jolley of Jolley’s, Watsonville, 
succeeded Martin R. Thomas (Subway 
Terminal Jewelers, Los Angeles) as presi 
dent at the California Retail Jewelers 
Association’s annual election. 

Julius Alberts of Alberts Jewelers, Ven- 
tura, formerly a director of District South 
12, was elected as first vice-president. And 
John B. Machado (Machado’s Jewelry, Los 
Banos), director of District North 7, was 
elected second vice-president. Walter Dorn, 
Jr., of Walter Dorn Jewelry, Pasadena, was 
chosen secretary-treasurer. 
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N. Y.-N. J. Credit Jewelers 
Stage Annual Dinner-Dance 


The 2lst annual dinner-dance of the 
Associated Credit Jewelers of New York 
and New Jersey was, from all standpoints, 
one of the most successful of these affairs. 
Held on the evening of May 15 in the 
Starlight Ballroom of the Waldorf-Astoria 
Hotel, New York, the function was at- 
tended by more than 300 jewelers, sup- 
pliers, wives and guests. 

Frank F. Goodman, Sylvia Brand and 
Helen Schaffel, co-chairmen of the Dinner- 
Dance Committee, received many compli- 
ments on the smoothly run program which 
contained no speeches but much top-flight 
entertainment. 

Featured on the entertainment program 
were comedian Phil Foster, singing star 
Eydie Gorme, and exotic dancer Nejla 
Ates, who is currently appearing in the 
troadway production of “Fanny.” 

A total of 31 door prizes were presented 
during the dinner including watches, 
watchbands, earrings, cuff links and a 
jewel box. Each lady at the banquet re- 
ceived a “jewel” clipped Rolfs wallet of 
new design. A matching wallet and key- 
case set, also by Rolfs, was presented to 
each man. 

Seated at the head table were Mr. and 
Mrs. M. S. Abelson, Mr. and Mrs. Sidney 
Singer, Mr. and Mrs. F. F. Goodman, Mr. 
and Mrs. Harry Levenstein, Mr. and Mrs. 
Leonard H. Miller, Mr. and Mrs. Simon 
Sunshine, Mr. and Mrs. Wm. Wagner, Mr. 
and Mrs. Jay C. Lighterman, and Alvin 


R. Baer. 


Tenen Bros. Representative 
Marks 60th Year in Trade 


Irving Jay Schwartz, veteran jewelry 
sales representative, has chalked up a rec- 
ord of service in the jewelry industry that 
few men can equal. 


Sixty years of continuous service in the 
jewelry field was observed by Mr. Schwartz 
on May 16. Just one month and one day 
later, on June 17, he celebrated his 75th 
birthday. 





IRVING JAY SCHWARTZ 
Fifty years ago... and today 


Mr. Schwartz also holds title to another 
unique and distinct claim. He is justly 
proud of the fact that his mother is still 
living and will, on next August 26, observe 
her 99th birthday. 

Mr. Schwartz has for the past 20 years 
been associated with Tenen Brothers, New 
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York jewelry manufacturers at 36 West 
47th St. He represents the firm in the 
midwest and south. 


Horological Assn. Convenes, 
Elects Officers for Coming Year 


The 16th annual convention of the Michi- 
gan Horological Association was held May 
22 at the Hayes Hotel, Jackson, with 175 
members attending. 

Door prizes were awarded following the 
luncheon which was held in the hotel’s 
Crystal Room. 

The first speaker at the afternoon ses- 
sion was Carl Anderson of the Institute of 
Horological Oscillography, who demon- 
strated the oscillograph, a new instrument 
for watch repairing. 

Ray Soucie, director of the Elgin Watch- 
makers College, spoke on the subject: 
“Troubles in Timing.” 








Walter Jaquith was re-elected president 
of the association for the coming year. 
Other officers elected were: Charles Barnes, 
St. Johns, vice-president; and Clayton 
Goodrich, Sunfield, secretary-treasurer. 
Robert Johnson, Grand Rapids; Eugene 
Curyla, Detroit; and Carl Meyer, Lansing; 
were elected board members for five-year, 
three-year and one-year terms, respectively. 


Barels Visit Bridal Ring 
Dealers on West Coast 


Mr. and Mrs. Fred Barel of the Bridal 
Ring Co., New York, take their leave of 
the city on July 1 for their annual visit 
with accounts on the West Coast. 

The two-week trip will also give Mrs. 
Celia Barel, advertising manager of the 
firm, a first-hand opportunity to discuss 
advertising and merchandising aids for the 
dealers. 





WHY JUST SELL 


JEWELRY ? 


MAKE EXTRA MONEY 
ENGRAVING EXTRA 
ITEMS ON YOUR 





ADD THE MAGIC TOUCH 


OF PERSONALIZING 


AND YOU ADD TO YOUR 


DAILY PROFITS! 


@ No skill needed. 


Anyone can operate it. 


@ Pays for itself 
out of income. 
Easy payment plan. 


for more details write 
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SPORTS EQUIPMENT. Ar- 
range with neighborhood 
sporting stores to personalize 
racquets, golf clubs, fishing 
rods, etc. 





HAROLD ROBBINS 








INSTITUTIONS. Cail on 
banks, hospitals, schools, 
municipal dep’ts, hotels, other 
businesses for desk plates, 
name plates, signs. 











AWARDS. Contact churches, 
clubs, civic groups, schools, 
etc. Offer engraved trophies, 
placques, watches, pens. 
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PREMIUMS. Offer local pre- 

RE mium houses and manufac- 
turers low priced engraving 
on premium items. 











Pollack Named President of 
Allied Silversmiths Ass'n 


The Allied Silversmiths Association met 
recently in New York City and elected the 
following officers for the ensuing year: 
President, Herbert J. Pollack (Crown Sil- 
ver, Inc.); Vice President, Al Otronto 
(Empire Silver Co.), and Treasurer, 
Adolph Levinson (Hasselbring Mfg. Co.). 

The association is composed of most of 
the sterling silver hollowware manufac- 
turers in the metropolitan New York area. 


Pommier Representing Ebel 
Watches in New Headquarters 


Henri Pommier, New York jewelry and 
watch designer, has announced the re- 
moval of his offices and showrooms to spa- 
cious new quarters at 515 Madison Ave. 

Simultaneously with Mr. Pommier’s re- 
moval to the Madison Ave. address, Ebel 





Watch Co. of Le Chaux de Fonds, Switzer- 
land, has announced his appointment as 
their U. S. agent. Many of Mr. Pommier’s 
designs are featured in Ebel watches for 
men and women. 

Supplementing his Ebel watch designs, 
Mr. Pommier will create specially designed 
jeweled pieces. Original Pommier jewelry 
creations are fashioned in a variety of 
precious metals and are sold both here 
and abroad. 


Over 325 New York Jewelers 
Honor Kay at UJA Dinner 


More than 325 members of the New 
York jewelry manufacturing industry at- 
tended a dinner-dance held recently on 
behalf of the United Jewish Appeal of 
Greater New York. The affair, which was 
held at the Waldorf-Astoria Hotel, was 
sponsored by the Jewelry Manufacturing 
Division of New York’s UJA. 
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Picture your jewelry 
in these 


DENNISON CASES! 


The right case enhances merchandise just 
as the right frame adds to the beauty of 
a fine painting. The result — the custom- 
er’s attention is caught, and held. Your 
chance of making a sale increases! 


Dennison offers paper, metal form and 
plastic cases and boxes for all kinds of 
jewelers’ merchandise. Dennison design- 
ing gives these packages potent, sales- 
making display appeal open or closed, 
for modestly priced or prestige jewelry. 


Check your display and packaging needs 
with your Dennison wholesaler. 


Dennison 
MANUFACTURING COMPANY 
JEWELER’S DIVISION 


Marlboro, Massachusetts 


We hope to see you at Booths 5 and 6, National 
Jewelry Fair, Conrad Hilton, Chicago, July 24-28 
and Booth 52, ANRJA Convention, Waldorf- 
Astoria, New York, August 14-18. 








One of the highlights of the evening's 
festivities was the presentation of a bronze 
plaque to Dave Kay (Jacoby-Bender, Inc.) 
for his “outstanding work for UJA in the 
past decade.” The presentation was made 
by Sidney Fiddelman (J. Fiddelman & 
Son), who is chairman of the jewelry in. 
dustry’s 1955 drive for UJA. 

Henry Peterson (Feature Ring Co.), 
chairman of the dinner, announced that 
the industry had already raised over $400. 
000 in its 1955 drive for UJA. ; 

Among head table guests at the dinner 
were: Irving P. Abel (Longines-Wittnauer 


DAVE KAY 


Feted at 
Industry 
Dinner 
at Waldorf- 
Astoria 





Watch Co.) ; 
Sons); Mr. 
senjamin Lazrus (Benrus Watch Co.), and 


Mr. Kay. 


Isadore Gratz (1. Gratz & 


Peterson; Mr. Fiddelman; 


N. Y. Jewelers Fete Kaufmann 
At Annual JDA Dinner 


M. Fred Cartoun of the Longines-Witt- 
nauer Watch Co. served as chairman of 
the annual dinner sponsored by the 
jewelry industry on behalf of the Joint 
Defense Appeal. The affair, which was 
held on June 22 at New York’s Hotel 
Pierre, was a testimonial to Cecil D. Kauf- 
mann, president of Kay Jewelry Stores, 
for “his activities in the fight to preserve 
American Democratic liberties.” 


M. FRED 
CARTOUN 


Serves as 
Chairman of 
Annual JDA 

Dinner 





The annual dinner marked the start of 
an-intensive industry-wide campaign for 
support of JDA which is the sole fund 
raising arm of the American Jewish Com- 
mittee and Anti-Defamation League of 
B’nai Brith. JDA seeks to raise $5,000,000 
nationally this year to help finance the 
activities of these two agencies in fighting 
bigotry and discrimination and safeguard- 
ing civil rights for all Americans. 


Gary Jeweler at New Site 


A move to new quarters at 614 Broad- 
way, Gary, Ind., was made recently by 
Terus Jewelers. The firm was formerly 
located at 752 Broadway. 
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APT Bales 


>» A move to new and larger quarters at 
64 West 48th St. New York, was made 
recently by A. Jaffe & Son, Inc. The firm 
was formerly at 608 Fifth Ave. It was 
stated that the move to more spacious 
quarters was made to facilitate the han- 
dling of an increased volume of business. 
» Harris Sacks, veteran New York jeweler, 
and his wife, celebrated their golden wed- 
ding anniversary on June 25. Mr. Sacks, 
who has been in the retail jewelry busi- 
ness for more than 60 years, has been lo- 
cated at 1936 Third Ave., New York, for 
over 50 years. He is still actively engaged 
in business. Mr. and Mrs. Sacks’ children 
held a luncheon and reception on June 26 
in celebration of their parents wedding an- 
niversary. 

>» Henry L. Lambert, vice president of 
Lambert Bros. Jewelers, Inc., was re-elected 
chairman of the Mercantile Section of the 
New York Board of Trade at its annual 
meeting last month. 

>» Carl Rosenberger, chairman of the board 
ot Coro, Inc., and Carl M. Fishel, vice 
president of Trifari, Krussman & Fishel, 
served as co-chairmen of the jewelry divi- 
sion for the 56th anniversary dinner of the 
National Jewish Hospital at Denver. The 
affair was held on June 6 at the Waldorf- 
Astoria Hotel, New York. 

> The Rite Jewelry Co., Inc., announced 
last month the removal of their office and 
factory to new quarters at 15 W. 47th St., 
New York. The company was formerly lo- 
cated at 189 Halsey St., Newark, N. J. 

> The Berwin Jewelry Co., Inc., 15 Maiden 
Lane, New York, which was formed last 
year through the consolidation of the Bert 
L. Kaufman Co. and Salzman Bros., re- 
cently marked the completion of its first 
year in business. An extensive program 
of alterations has been completed by the 
firm which resulted in the acquisition of 
an additional 800 feet of floor space, giv- 
ing the company a total of 2200 feet. The 
Berwin company carries only two lines 
the complete Anson men’s jewelry line and 
14-karat and sterling silver charms and 
bracelets. 

» Harry B. Henshel of Scarsdale, N. Y., 
has been elected a trustee of Adelphi Col- 
lege, Garden City, L. I. He is secretary 
of Bulova Watch Co. and assistant to its 
president, a vice president of the Bulova 
Watch Co. of Canada and of the Bulova 
Research and Development Laboratories, 
Inc. 

> Harry C. Maybaum, of Maybaum Broth- 
ers, New York diamond and store import- 
ers at 48 West 48th St., left June 10 on 
the S. S. Niew Amsterdam for an extended 
European trip. Mr. Maybaum is visiting 
the diamond markets at Antwerp, Amster- 
dam and London, and also the natural 
pearl market of Paris. He expects to re- 
turn from abroad late in August or early 
September. 
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>» Reuben N. Popkin, New York diamond 
importer at 580 Fifth Ave., returned re- 
cently from a buying trip in the Euro- 
pean diamond markets. 

> In a letter sent recently to all member 
firms, Henry L. Sperling, executive secre- 
tary of the Jewelry Crafts Association, an- 
nounced that vacations this year will be 
given simultaneously to all production em- 
ployees commencing July 4 and ending 
July 18. The Jewelry Crafts Association 
is an organization representing manufac- 
turers of high-priced jewelry in the metro- 
politan New York area. 

> Irving Firstenberg, who in recent years 
had served as credit manager for L. Luria 
& Son, Inc., 160 Fifth Ave., New York, 
announced recently that he has severed his 
connection with that firm. He was pre- 
viously associated in a similar capacity 
with A. Cohen & Sons Corp. Mr. Firsten- 
berg stated that his future plans are in- 
definite. 

~ The offices and showroom of the X-L 
Watch Co., formerly at 170 Broadway, 
were moved recently to a new location at 
12 John St., New York. 

} Honorary life memberships were _ be- 
stowed recently on three members of the 
Horological Society of New York at the 
mid-season social of that organization held 
on June 6 at the Capitol Hotel, New York. 
Recipients of these honors were I. Leimer, 
H. J. Morriss and Dr. A. Rawlings. The 
evening’s festivities were also highlighted 
by the premiere showing of a new color 
film titled “The Automatic Watch.” 

+ A move to new quarters at 241 W. 23rd 
St.. New York, was made recently by 
Allied Display Materials, Inc. The firm 
was formerly located at 65 Madison Ave. 


Imported Jewelry and Gifts 
To be Shown at N. Y. Fair 


Merchandise for sale to the American 
market will be exhibited for the first time 
by the governments of Cyprus and Ceylon 
at the Third U. S. International Gift & 
Fancy Goods Show, it was announced by 
Charles Snitow, president of the trade fair. 

It was stated that exhibitor commitments 
for the show, scheduled to take place at 
the Hotel Sheraton Astor, New York City, 
on August 21-26, are running well ahead 
of last year, with 90 per cent of the dis- 
play area already contracted for. 

Among the unusual handcraft, gifts and 
fancy goods which will be shown at the 
trade fair are watches, jewelry, silverware, 
tableware, jewel cases, ceramics, leather 
goods, giftware, glassware and _ religious 
articles, 

According to Mr. Snitow, the merchan- 
dise shown at the fair will represent the 
largest collection of imported gifts and 
fancy goods ever to be displayed in a single 
American marketplace. 
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> As this issue went to press, members of 
the Boston Jewelers Club were attending 
the annual summer outing at the May- 
flower Hotel in Plymouth, Mass., on June 
22. Herbert L. Thomae, chairman of the 
sports program, and John R. Blackinton, 
assistant chairman, had a full list of sports 
lined up. J. Gould Cook headed the golf- 
ers’ program; Charles G. Thomae was in 
charge of soft ball; David C. Percival, Jr., 
kept score and headed the shuffle-board 
players; John S. Kennard, usual, 
watched over the tape race; and a new 


as 


event this year, bowling on the green, was 
under the direction of John R. Blackinton. 
Following the sports and a shore dinner, 
entertainment was provided, with John S. 
Kennard, Ellsworth W. Read, and Clarence 
B. Lund on the committee. 
tails and pictures in next issue. 

> Members and guests were all lined up, 
too, for the annual convention of the New 


Complete de- 


Hampshire Retail Jewelers’ Association, 
which, like the Boston Jewelers Club. had 
selected a new location for this year’s 


event. The meeting was held at the Farra- 
gut Hotel, Rye Beach, N. H.. on Sunday 
and Monday, June 26 and 27, with the 
usual round of sports events, prizes, and a 
grand clam bake. The program, under the 
leadership of Herman D. Page, president, 
and Jack C. Sawyer, vice-president, prom- 
ised much for attendants. David E. Mc- 
Allister headed the gift committee, assisted 
by Albert Alie as co-chairman. Complete 
details and pictures next month. 

> John Mitchell, president of the Vermont 
Retail Jewelers Association, has announced 
that plans are about completed for the 
annual convention of that group to be held 
at the Equinox House, Manchester, Vt., 
on July 17 and 18. More details next issue. 
» Activities of the New England Guild, 
American Gem Society, have ceased for the 
summer months, and the next meeting is 
scheduled to be held at the University 
Club, Boston, about the middle of Septem- 
ber—date to be announced later—at which 
time the annual election will take place. 
> Officers and Directors of the Massachu- 
setts & Rhode Island Retail Jewelers Asso- 
ciation met at the University Club on 
June 8 at the request of James Kay, presi- 
dent. Fred Bird, for 27 years treasurer of 
the association, tendered his resignation, 
which was accepted with regrets. William 
Shreve, of Shreve, Crump & Low, was ap- 
pointed treasurer pro-tem, to serve until 
the annual meeting and convention next 
April. Next meeting of the officers and 
directors was scheduled to be held at the 
University Club, Boston, on July 13, and 
a fall meeting is planned to be held in 
Rhode Island in September. 

> Members of the Thirty Club gathered 
for the final meeting of the season for 
a round of golf at the Belmont Country 
Club, with Mort Selig as host, and golfers 


‘June 1 for appendicitis at 





NEW ENGLAND 


including Bill Selberg, Bob Walker, Dick 
Arnold, Harry Finn, Matty Brown, Hy 
Rotherberg, George Samburg, Irving 
Broder, Lou Shapiro, Sid Follick, and Har. 
old Barry. Following swimming and lunch 
at Belmont, members attended the races 
at Suffolk Downs with Bob Johnson, of 
Parker Pen Co., as host. Handicappers jp. 
cluded Harold Siegel, Joe Golder, Harry 
Freeman, Charles Archer, Al Burk, Nat 
Shapiro, Nate Alberts, Phil Frieze, Herh 
Miller, Ed McCourt, Nat Berger, and J, B. 
Gordon. The latter attended luncheon at 
the Paddock Club, and all gathered later 
for supper at the Belmont Country Club, 
where Irving Broder (upon whom George 
Jessel is said to have nothing) proved to 
the after-dinner toastmaster 
> While all these various activities were 
taking place, Jack Sawyer, of Laconia, 
N. H., vice-president of the New Hamp- 
shire Retail Jewelers Association, was busy 
serving on a local committee arranging a 
reception at Laconia on June 23 for Presi- 
dent Eisenhower. The latter was due in 
Rutland, Vt., on June 22, going then to 
Concord on the 23rd, staying overnight 
in Laconia, and going on to Franconia 
Notch on the 24th for the 150th anni- 
versary of the discovery of the Old Man 
of the Mountains. 


be supreme, 


» Allan Davidson, of the Thomas Long Co., 
serving this year as president of the Boston 
Retail Trade Board, appeared in a front- 
page picture in the Boston Traveler, along 
with other Trade Board executives and 
Boston park and recreation leaders. Occa- 
sion was the opening day exercises at 
Playland for the kiddies on Boston Com- 
mon, and each of the executives provided 
free pushes for the youngsters on the 
swings. 

> Many of the wholesale jewelers in the 
Jewelers, Washington, and Province Build- 
ings are observing Saturday closing during 
June, July, and August. 

>» Ed Egan, New England sales representa- 
tive for Elgin-American, has just been 
awarded a mink stole as top salesman for 
the first six months of this year by his 
firm. Mrs. “Dottie” Egan is overjoyed, and 
promises to wear the prize at the next 
Diamond Peacock dinner-dance, April, 
1956. 

> John T. Berry of Peabody, Mass., was 
recently elected president of the Peabody 
Chamber of Commerce. 

>» Roland Cadoret of Cadoret Brothers, 
Woonsocket, R. I., a Junior Chamber of 
Commerce executive in that city, attended 
the National Junior Chamber of Commerce 
convention in Atlanta, Ga., June 23. 

> “Jim” Bridges, representative in New 
England and New York State for the 
Wyler Watch Agency, was operated on 
the Milton, 
Mass., Hospital. 
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formerly located at 144 discarded his crutches and is back on his | 


> Richter Jewelers, : ; . 
High St.. Portland, Maine, moved May 4 two feet again following the breaking of Fine Cultured 
to a new and larger store at 607 Congress bones in his foot in March. 
St., next to the State Theatre. The new > Attending the recent Chicago convention 
quarters have been completely renovated, of the National W holesale Jewelers Asso- PEARLS 
including the installation of new fixtures. ciation, among other New Englanders were 

“Nat” Goodman of the N. I. Goodman Co., 
1006-9 Jewelers Building, and Harold Al- | 
berts of I. Alberts’ Sons, 8th floor, Jewelers 


> Little “Ginger” Lemay, daughter of Mr. 
and Mrs. Louis Lemay of Lemay Brothers, 
Manchester, N. H., was featured there in 





) bs 2 . 

Dick the Patty Allen Dance Revue on June 6. Building. ; 
, Hy Louis and his pal. “Andy” Anderson, are > Forrest Hammerquist, engraver, 508 
Irving just back from a week’s vacation trip to Washington Building, has been convales- 
| Har. Ontario and Quebec Provinces in Canada. cing from illness which confined him to the 
lunch » Roger Tremblay. Danvers, Mass., has Brockton, Mass., Hospital. 

races remodeled his store, installing new wall > John R. Perry, of J. and S. S. DeYoung, 
yn, of and showcases. | Ine., 517 Washington Building, has left to 
Ts ine > Mrs. Wilmot Schwind, wife of “Bill” | enter the U. S. Navy. Miss Barbara Basner 

4 ~ ‘ | ac vA > noace > 2 i 

Harry Schwind, of R. C. Jewelry Co., Rumford, has become engaged to R. Lee Bostian, 

Nat Maine. was operated on June 6 at the Rum- with a September wedding planned. 

Herb ford Hospital. > John H. Grecoe, of Grecoe, Jewelers, 
J.B. : } Roger Victor, salesman for Travis, Far- Andover, Mass. has been forced to vacate 
‘on at { ber Co., 909 Jewelers Building, has  re- his place at 48 Main St. after 19 years in 

later turned to work after five months’ illness that location as the owner of the building 
Club, at the Veterans’ Hospital, Jamaica Plain, wishes to expand his store next door. Mr. 
yeorge Mass Grecoe began a sale of his stock on June 
edto » Joseph S. Jason of Jason’s Jewelry, Man- 3, ene looking for a new location. IMPORTERS FOR: 
reme. chester, N. H.. has purchased the building acca & faye pn eee ae JEWELERS «© MANUFACTURERS 

y E : is ctore aS eXD:; > . . ylanned to close down tor a vacation perio 

_ 7 next to his store and has expanded, com . 4 rigged ye a ; “ WHOLESALERS , DEALERS 
conia, ’ bining two stores into one larger place. rom July to lo, ernie Smith plans 
lamp. and has added a line of appliances. Mr. a trip to Ohio with Mrs. Smith. The Oscar William & Sidney Spector, Inc. 


Zaff’s had not settled on vacation plans as 


sbusy & ‘ Mrs. Jas recently returned fr a . 
usy and Mrs. Jason recently returne rom Ai aera eens 665 Fifth Ave., New York 22, N.Y. 


Inga fe European vacation trip. 






















































Presi- ‘ >» Miss Mabel Sterling, bookkeeper with >» The jewelry business of H. Tetreault, PLaza 3-2032-3 
ue in Mauran Watch Co., 712 Jewelers Building, Rockland, Mass., has been purchased by JAPAN BRANCH: 
n to ha: been confined to her home for everal Ted W. Men ard of W hitm an, Mass., and 25 Ichigochi, I-chome, Shiba Koen, 
right weeks as the result of a bad fall. a partner, who will operate the store as Minato-Ku, Tokyo, Japan 
iconia’ > Seth Greene, Airman 1/c, son of Mr. Rockland Jewelry Co. 
ann. and Mrs. Frank Greene, of the Frank > Eugene Sanger, of Sanger & Co., 509 as re 
Man q Greene, Inc., firm, 610 Jewelers Building, Washington Building, flew to Philadelphia 
4 has just been transferred from duty in recently, where his daughter and family 
gCo, & Scotland to the North African sector, and took him on a motor trip to Florida and 
doston expects to be stationed in Turkey. back. 
front- » Miss Anna Patricia Egan, secretary for > Miss Sadie Kublin, head bookkeeper by 
along her sister, Catherine Egan of the Edmund with Mendelsohn & Terban, Inc., Wash- 
Pri q W. Kirby Co., 304 Jewelers Building, re- ington Building, has been out for several 
cca- cently was engaged to Henry C. Fitzgerald, weeks due to an operation. Miss Thelma 
i. at and plans are being made for an August Miller, also of the bookkeeping depart- aACe 
pw 3 16 wedding. ment, was married on June 12 to Jerry : 
- ; } A. Earl Wilson of Springfield, Vt., is Caron. in 14K Gold 
n the 4 . - . , : 
convalescing at his home following hos- > This I: as anniversary ti i 
ee eae > : 1is last month was anniversary time in AN 
4 pitalization as the result of a heart attack. the firm of Harry Parritz & Bro., Inc., eG) Treen 
" a 4 > Arthur S. Kelley, treasurer of Norling & 315-16 Washington Building—Reuben Par- FOR QUALITY, STYLE, 
snes E as 809 Washington Building, is con- ritz, the brother, marking his 30th anni- PRICE. 
uring —& valescing at the New England Deaconess rersary 9. ; ‘ 
£ , unglé é versary on June 9, and Harold Trachten- 
‘ i ‘ , ‘ SOLD T 
Hospital following a recent operation. berg. manager, his 19th on June i - D THRU LEADING WHOLESALERS 
senta- : se S ; ee, ae pastes , : it 
eg, : nage gees formerly assoc iated with » Henry Kamlot, of the firm of the same vaieeal noni JEWELRY CO. 
nfo “ or orfman Co., 110 Summer St., name, 307-12 Washington Building, forced . wh a on Verk, 0. ¥. 
> ts F enege ield a formal opening of his new to give up his popular sport of skiing with ’ 
’ pee d ooo 6 in Room 703 W ashington the coming of warm weather, has taken | aiaamamaniele 
pir 3 <i — quarters formerly occupied by to swimming with the “L” Street Brownies | 
x > > ~ » ele ° . . 
be me pede —— Miss — Brod- in South Boston. | Cc. If; LP. i 
f R uck, formerly with George T: r, Wash- . . G T 
ington Building. j eats ies *~ be “ > Robert M. Gauld, jeweler of South Wey- | utlurec earts 
= zg. Ss OOK Keeper Or Wir. re , clive 20 >} = 
_ Ree. a ne has given up his business | KIBITZ AND COMPANY 
- . and closed the store. | 
abody b Fred DeScenza of the Alfred F. De- a ; ' | a 
Scenza Co., 609 Washington Building, has D5. Rumskel, jeweler of Shewtegen, | aiminis c—_- 
ro pas = _| Maine, is advertising for sale his Cape Murrey Hl 2302 
a aie Cod Nimblet, with custom-made waiter, | 
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St., entertained his employees at a dinner 
at the Warwick Hotel on May 10. After 


the dinner, the group proceeded to the 
Forrest Theater where they saw a_per- 


formance of “Guys and Dolls.” 


| & Smith and West plan to combine their 


two jewelry stores in the near future. 
Their store in the Lincoln Liberty Build- 
ing will be vacated and all efforts will 


| be concentrated on the store in the Penn- 
| sylvania Suburban Station. 

|) S. Kind & Sons ran a full-page adver- 
| tisement in the Philadelphia Inquirer re- 


cently in which they advertised their club 
plan for buying place settings of sterling. 
Over 50 patterns were pictured and, ac- 
cording to reports, the results were “most 
gratifying.” 

> John D. Enright, jeweler at 117 S. 13th 
St., was busy at this writing engraving 
the store’s 230th bride’s cake knife, a 
special promotional feature introduced by 
Mrs. Enright. 

> Wiltshire Brothers, jewelers of Media, 
Pa., will join with several other business 
houses on State St. to put on a Media 
Sales Program on July 7, 8 and 9. The 
idea is to offer real values, not just some- 
thing for nothing. To promote this sale, 
clowns have been hired to give children 
balloons. Posters, billboards, and banners 
strung along the street will advertise the 
sale in addition to ads in newspapers and 
radio spots on the two days preceding the 
event. At the time of a sale in any one 
of the several stores participating, a ticket 
for a free ride on a fire truck, a pony or 
merry-go-round ride or a free ticket to 
the movies can be obtained. A merry-go- 
round will be set up on the edge of town 
for this purpose. 

>» John Kirschnek Jr. of Clifton Heights, 
Pa., has moved his jewelry store from 108 
E. Baltimore Ave. to new and larger quar- 
ters at 33 E. Baltimore Ave. 

>» For the fifth consecutive year, Robert’s, 
Inc., of Media, Pa., have presented a free 
teaspoon to each girl graduate of the 
local high school. Through lists obtained 
from the president of the class, each girl 
may select the pattern of her choice from 
the store’s large selection. The store mails 
each girl a card asking her to call and 


collect her teaspoon. 


May Re-elected President 
Of Pennsylvania RJA 


Kenneth L. May of York was re-elected 
president of the Pennsylvania Retail Jew- 
elers Association at the recent two-day 
convention of that organization held in 
Bethlehem. Myrl L. Sullivan, also of York, 
was re-elected as secretary-treasurer. 

The following were elected vice presi- 
dents: Merritt W. Alexander, Hamburg; 
Edward L. Carlson, Kane; Charles W. 
Fenton, Sunbury; Harold E. Hinkle, Beth- 


| lehem; Oliver Kunsman, Rochester; Ray- 





| 
| 
| 
| 


| 












* PHILADELPHIA 


| > Louis Jagielky, jeweler at 1603 Walnut 


mond W. LaCroix, Lancaster, and Frank 


A. Ruff, Johnstown. 


Talks on Watch Merchandising 
Given by Swiss Field Men 


During May, the field merchandising 


representatives on the Watchmakers of 
Switzerland campaign were featured ag 


guest speakers before various trade asso. 
ciations. 

Guests at the annual convention of the 
Virginia-North Carolina Retail Jewelers 
Association were told that many jewelers 
have always been aware of their place in 
the community, but too many others have 
not readjusted to the function of proper 
selling and merchandising to maintain 
store income. 

Al Levine, of Foote, Cone & Belding, 
field merchandising coordinator for the 
Watchmakers of Switzerland campaign, 
further said that although manufacturers 
can build brand names to establish quality 
standards in the minds of the consumers, 
jewelers must assume a partnership re- 
sponsibility with manufacturers in con- 
tacting the consumer, in order to earn full 
mark-ups. If not, non-jewelry houses can 
take over because the same _pre-selling 
ground work is laid for them, and they 
are willing to work at lower mark-up and 
cut many services offered by the jewelers. 

P. Thomas Sprickman, Foote, Cone & 
Belding field merchandising representative 
on the Watchmakers of Switzerland cam- 
paign in the midwest, gave the St. Joseph 
Valley Watchmakers Guild ideas on how 
to merchandise repairs for extra dollars. 

Before the Rockford (Ill.) Retail Jewel- 
ers Association meeting, Mr. Sprickman 
explained to the members the workings of 
a “Know Your Jeweler” promotion. 





Over 1300 Wholesalers Attend 
Jewelry Show in Providence 


More than 1,300 wholesalers from all 
sections of the country and from outside 
points as far away as Capetown, South 
Africa, attended the United Jewelry Show 
of fall lines held at the Sheraton-Biltmore 
Hotel from May 2 to 13. 

It was the biggest show ever held in 
Providence for the wholesaler group, and 
was acclaimed by the visitors as the best 
conducted showing to date. 

The attendance topped by more than 300 
the response to the showing of fall lines 
a year ago. The visitors came from 33 
states, from various parts of Canada, and 
Mexico, Havana, Cuba, South America, 
London, England, Venezuela, Vancouver, 
British Columbia and Puerto Rico. 

Displayed on six floors of the hotel were 
375 lines of manufacturers. Very wide 
sampling was reported, which 
direct contrast to a year ago when interest 
centered in 60-inch ropes. 

Bright-looking lines attracted the most 
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ELGIN AMERICAN UNVEILS NEW LINE AT SALES MEETING 














The executive and sales staffs of Elgin American are shown here at their recent sales con- 
vention held May 23 thru 25 in Elgin, Ill. 


Elgin American salesmen were briefed 
on the complete summer and fall line at 
a sales convention held at the company’s 
main plant in Elgin, Il., May 23 thru 25. 
The three-day meeting was conducted by 
Leo Kaye, general sales manager. 

New items to be featured by Elgin Amer- 
business. The visitors were looking for 
items that were a little different, and 
centered their buying on merchandise with 
style and sales appeal. 

Since the lines in general embodied style- 
consciousness, novelty and sparkle, reports 
are that sample buying was very satis- 
factory. 

Manufacturers say they are represented 
in the wholesalers’ lines with more items 
that has been the case for some time, and 
that they are looking for a good summer 
and fall production season. 

That the Providence shows are becoming 
a “must” with the wholesalers was 
evidenced many times at this year’s show- 
ing. Several told of re-arranging their 
schedules in order to be present. 

One buyer—who spends practically half 
of the year on buying trips abroad—re- 
ported that he wouldn’t miss the Provi- 
dence showing. He said he plans his trips 
to Europe in order to be back in this 
country for the semi-annual events in 
Providence. 





Diamond Peacock Club Gives 
Poole Silver Set as Souvenir 


One of the highlights of the social season 
in the New England jewelry industry is 
the annual banquet of the Diamond Pea- 
cock Club which was held recently at the 
Somerset Hotel in Boston. 

As is the custom, each couple attending 
is presented with a beautiful and useful 
gift and, to follow tradition, this year’s 
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ican during the summer and fall selling 
season include the fully automatic non- 
flood lighter. The Elgin American lighter 
line will also feature ceramic table lighter 
sets consisting of lighter, ash tray and 
cigarette urns. 

gift was one of the most appreciated of any 
in the past. 

Poole Silver Co. of Taunton, Mass., sup- 
plied the club with a large number of its 
new Paul Revere coffee sets. In their at- 
tractive gift package, the sets created quite 
a commotion when they were distributed 
to the guests. 

The set itself has four pieces, coffee pot, 
sugar, creamer and tray and is in the Paul 
Revere Colonial design. 


Metal Findings Association 
Elects Healy as President 


Eugene Healy, associated with the J. T. 
Healy Co., Attleboro, Mass., has been 
elected president of the Metal Findings 
Association. 

Other officers chosen were: Ernest Young 
(Augat Bros.), Attleboro, vice president; 
Benjamin Cate (Samuel Moore Co.), 
Providence, secretary, and Richard B. 
Ogilvie (W. R. Cobb Co.), Providence, 
secretary. 





Space Reservations Pour in 
For Chicago Wholesalers’ Show 


As the date for the opening of the Asso- 
ciated Jewelry and Variety Show nears, 
applications are still coming in from manu- 
facturers desiring space, according to 
Joseph Lavan, chairman of the show com- 
mittee. 

It now appears certain, according to 
the show sponsors, that the event will be 
a complete sell-out. The Morrison Hotel 
in Chicago, where the show will be held 
from July 31 to August 8, reports a brisk 
demand for room reservations. 

It was stated that exhibitors who will 
have displays at the show all agree that 
this type of event will give them access 
to new and rich wholesale markets for 
their products. Over 7000 wholesalers have 
been mailed invitations to the show. 
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Gold-plated 
bronze. 
Newspaper mats furnished. Can 
be advertised for 49¢ engraved, 
or given free with other pur- 
chase. Promotional possibilities 
unlimited! Terms: 10 days net to 
rated jewelers. Others, cash with 
order F.O.B. Nashville. (3 Ibs. 
per C) 


GOLDNER ASSOCIATES 


P. O. Box 2703, Nashville, Tennessee 
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Watch Repairing 


FAST—DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
7 
Over a quarter century of service 
to the trade 
* 

Watches insured and safeguarded 
in Holmes-protected vaults 
» 

Ask for price list or send trial order 


Cooper's Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 











DIAMOND 
SETTING 


| Twenty years experience on 
| gold & platinum settings 


| Quality & service is being 

| rendered to several 

| leading jewelry 

manufacturing 
concerns 







Ref. on vequest 


56 W. 45 St. 
N.Y. 36, N.Y. 
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Sterling 
Hatware 


Inactive and Obsolete 





We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 


small or how large — active, 
inactive, or obsolete, new or 
used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JuLWS GOODMAN & SON 


Memphis Jewelers Since 1862 


113 MADISON AVENUE 
MEMPHIS, TENNESSEE 











ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Silverware — Gold and plated 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 


jewelry — old 


References: Whitney National Bank. Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 














ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY © 


5 HOPKINS PLACE, BALTIMORE, MD. 











Prove for yourself how our jewelry 
show card window service can help 
you make more sales! Ask for 30 


RUSH TO Edwin red. tn. 
DAY FREE TRIAL. Phone, write or 


aX. 
a wire TODAY — 
prone aca 46 MERE 
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> Stanley O. Railton, Elgin salesman for 
South Carolina and north Georgia, has 
been re-elected commander of Post No. 
3137, Veterans of Foreign Wars, in Colum- 
bia, S. C. Mr. Railton also serves as com- 
mainder of VFW District 2, made up of 
Columbia, Sumter, Batesburg, West Co- 
lumbia and Blythewood. 


| » Alfred Kelson, southern representative 


for the U. S. Jewelry Co., Inc., wholesale 
jewelers of Baltimore, Md., is celebrating 
his 20th anniversary with the firm. Mr. 
Kelson, who resides in Roanoke, Va., cov- 
ers the states of Virginia, West Virginia, 
Tennessee, North Carolina, South Carolina 
and Kentucky. 

> Baker’s Jewelers, a new enterprise in 
Prattsville, Ala., opened recently on Main 
St. Maxie Baker, formerly engaged in the 
jewelry business in Wetumpka, Ala., and 
Aiken, S. C., is proprietor. 

> Gene Boss, prominent jeweler of Tampa, 
Fla., has moved his store to a new location 
at 717 Florida Ave. He was formerly lo- 
cated at 618 Tampa St. 

» Gordon’s Quality Jewelers opened their 
newest store at 706 Main St., 
Texas, on June 2. Replacing the former 
location at 710 Main St., the new 
embodies the latest in modern architec- 
tural beauty both inside and out. Since 
1946, the company has opened 22 stores 
in the four-state area of Texas, Louisiana, 
Mississippi and Arkansas. A total of 28 
stores are now operated with additional 
locations planned to open this year. 


Houston, 


store 


Record Number of Exhibitors 
Reserve Space at Atlanta Show 


The Southern Jewelry Travelers Associa- 
tion announced recently that plans are now 
complete for its annual show. The annual 
event is to be held August 28 to 31 at the 
Dinkler-Plaza Hotel in Atlanta. 

It was stated that a record number of 
exhibitors have already contracted for dis- 
play space and that early reports indicate 
a record turnout of Southern 
their wives and jewelry buyers. 


jewelers, 


Plans for entertainment include: a fash- 
ion show, sponsored by the J. P. Allen Co., 
under the supervision of Annie Laurie 
Kelley; a bingo party; and a gala ban- 
quet and dance with professional enter- 
tainment. 


Daiches Jewelers of Gladewater 
Buy Longview Jewelry Store 


Will Daiches Jewelers of Gladewater, 
Texas, recently purchased the Wilson 
Jewelry Store in Longview, Texas. 

The purchasers of the store, Mr. and 
Mrs. Maury Spiritus, have remodeled it 
completely and are now operating it under 
the name of Will Daiches Jewelers. The 
formal opening of the remodeled store was 
held on May 2. 

It was announced that Joseph S. Yonack 


» THE SOUTH 


and his wife, Arline, the daughter and 
son-in-law of Mrs. Maury Spiritus, will be 
associated in the Longview store as part 
owners. Mr. Yonack was manager of a 
Zale’s jewelry store in Dallas 
years, 

The Gladewater store will continue to 
operate under the guidance of Mr. and 
Mrs. Maury Spiritus. 


for ten 


Miller Succeeds Perdue as 
President of Texas RJA 


Dolph Miller of Odessa was elected 
president of the Texas Retail Jewelers 
Association at a meeting held at the Rice 
Hotel, Houston, on May 1. 
B. O. Perdue of Crockett. 

Other officers named were: L. M. Noble 
of Houston, first vice president, and Lin- 
ard Stinnett of Pharr, second vice presi- 
dent. 

Elected as 
strong, Waco; Vernon Barnes, Victoria; 
W. L. Dostal, Rosenberg; Gus Jacobs, 
Baytown; Jerry Jokl, Dallas; B. O. Per- 
due, Crockett; Charles Ragsdale, Smith. 
ville; C. D. Reptinstall, Huntsville; Roy 
Sandel, Huntsville; Dell Sheftall, Austin, 
and R. J. Slagle, Houston. 

Entertainment features included the an- 
nual dance and floor show, which 
held at the Rice Hotel on Sunday evening. 
Several hundred jewelers from all parts 
of the state attended the meeting. 


He succeeds 


directors were: Bob Arm- 


were 


Virginia and N. C. Jewelers 
Hold Joint Confab in Roanoke 


A successful and well-attended joint 
convention was held May 8 through 10 by 
the Virginia Retail Jewelers Association 
and the North Carolina Retail Jewelers 
Association. The three-day meeting was 
held at the Hotel Roanoke, Roanoke, Va. 

An interesting and pro- 
gram highlighted the convention proceed- 
ings. Authorities in jewelry store mer: 
chandising and advertising addressed the 
convention sessions. 

“Diamonds” was the subject covered by 
Mrs. Gladys Babson Hannaford of N. W. 
Ayer & Son, Inc., New York, at a morn- 
ing session on May 9. Other speakers at 
the same included Ken Matsu- 
moto, display and packaging specialist, 
whose talk was titled “Putting Things 
Together,” and Lester P. Thomas, re- 
gional vice president of the American 
National Retail Jewelers Association. 

Other convention speakers and _ the 
topics they discussed are: Samuel A. 
Meyer, president of S. A. Meyer Co., 
“How to Sell More Merchandise in Gen- 
eral:” Alvin Levine, National Director of 
Field Merchandising for the Watchmakers 
of Switzerland, “The Retailer’s Answer to 
Non-Jewelry Store Competition,” and Ber- 
nard H. Lefkow, insurance counsellor, 


well-rounded 


session 
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“Facts About the New ANRJA Credit In- 
surance Plan.” 

Elected to serve as officers of the Vir- 
sinia RJA for the ensuing year were: 
Brian H. M. Bowen, Lynchburg, president; 


George B. Hardy, Norfolk, first vice 
president; Victor A. Heiner, Roanoke, 
second vice president, and Frank L. 


Moose, Roanoke, secretary-treasurer. 

Named to the executive committee were: 
Walter H. Baumgardner, Wytheville, as 
chairman; Samuel D. Hardy, Norfolk; 
Walter M. Dixon, Staunton, and Frank F. 
Molteni, Bristol. 

The North Carolina RJA elected the 
following officers: Lloyd Collier, White- 
ville, president; Robert T. Berman, Wil- 
mington, Jules Aronson, Statesville, and 
Guy T. Swindell, Washington, vice presi- 
dents; Ned W. Cohen, Greensboro, secre- 
tary-treasurer; and H. J. Stockard, Jr., 
Raleigh, executive secretary. 





Lake City Jeweler and Family 
Win Award in Local Contest 


Nax M. Joye, prominent jeweler of Lake 
City, Fla.. and his family, recently were 
accorded the distinction of being chosen 
as Lake City’s “Ideal Family.” 

The Joye family was the choice of the 
judges from 80 entries in a local contest 
sponsored by the Lake City Jaycees and by 
the State Jaycees in the State of Florida. 
Winners were judged by the local citizens 
on the basis of the ability of the family 
to cooperate, have fun together and re- 
spect the dignity of each other. 


The Joye family competed with other 
winners from various parts of the state 
in the All-Florida Family Contest Finals 
in Miami Beach, April 29-May 1. 

Mr. Joye, who is 41 years old, is a watch 
repairman-jeweler and owns Joye’s Jewel- 
ers at 411 N. Marion St., Lake City. Mrs. 
Joye, in addition to being a mother and 
part-time housewife, is secretary at the 
VA Hospital. 

Mason Joye, the eldest son, is a sopho- 
more pre-med student at Duke University. 
Other children include Donald, who is 15 
years old, and Larry, youngest son of the 
Joyes, who is six years old. 


Jewelry Store Celebrates 
75th Anniversary of Founding 


Pobst’s Jewelry Store, in Tazwell, Va. 
(pop. 1,357) is holding an open house 
during the month of July to celebrate the 
founding of the enterprise on July 18, 1880. 

On that day Henry W. Pobst walked 30 
miles from Marion, Va., to Tazwell and 
proceeded to establish himself in the 
jewelry business there. Pobst managed the 
store until he died in March 1944. 

He was succeeded by his son, Theodore, 
who had worked in the store for 27 years. 

During his lifetime, Henry Pobst taught 
his three brothers, his son, a nephew, and 
several other people outside the family, the 
watchmaker’s trade. Customers and friends 
in the wholesale trade will be welcome in 
the during the month-long open 
house. 


store 


NEW GIA QUARTERS TO BE COMPLETED DURING SUMMER 





Shown here is the architect's drawing of the new headquarters of the Gemological Institute 
of America which are now under construction in the Brentwood section of Los Angeles. 
Completion of the structure is anticipated for midsummer. 


The new building of the Gemological 
Institute of America, located on San 
Vicente Boulevard in the Brentwood sec- 
tion of Los Angeles, is now well under 
construction. The building was designed 
expressly to meet the needs of the Insti- 
tute. 

The new building will afford enlarged 
facilities for all departments of the Insti- 
tute. On the second floor will be located 
the correspondence courses records depart- 
ment, general offices, printing and storage 
facilities. From the patio in the rear of 
the building a broad single-mounted spiral 
stairway rises over a reflection pool, giving 
access to the second floor. Here will be 
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the spacious classrooms, research library, 
publications department, executive and in- 
structor’s offices, and the laboratory. On 
this second floor, in an area open to class- 
rooms, the reception room and _ hallway, 
will be special cases in which gem dis- 
plays will be shown. 

The new GIA laboratory will be 
equipped with a complete X-ray room, dia- 
mond and gem grading section, in addi- 
tion to a full complement of gem testing 
and experimental equipment. All 
sary equipment for photographing gem- 
stones and jewelry will be available. Com- 
pletion of the structure is anticipated for 
midsummer. 


neces- 


RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


Let us look at 
the record 


Recent Sales Conducted: 


Ovington’s, 5th Ave., N.Y.C. 
Rubins, Miami, Florida 
Harry Levinsons, 
Youngstown, Ohio 
Webers, Meriden, Conn. 
and many others 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR 
PLUS—FOR YOUR STOCK 
We will advance any money needed to 

conduct your sale. 
Your reputation will be guarded. 


You will have a more popular store when 
sale is over. 


Your business will be permanently in- 
creased. 


We will interview you at our expense 
without obligation to you. 


Remember our earnings depend upon the 
success of your sale. 


We specialize in buying stores for cash. 


WRITE — WIRE — PHONE 


COLMES & BRILL 


AUCTIONEERS 


45 West 45th St., New York City 
JUdson 6-2334 








GOLD 


and 


SILVER 
PLATING 





(Before) Silverware Repaired 


Equal to NEW 


Removing of Engravings 


Wm. Hertel & Co., Inc. 
Silversmiths & Platers 


17 W. 45th St. 
New York 36, N. Y. 


(After) 


“37 years at the same 





address” 

















































































































































































































































==) for Nationally 
Known Lines 


Now in our own building with Greater 


Facilities for Better Service 


SESSIONS WATERMAN EVANS 

U S$ TIME SPEIDEL SCHICK 
SEMCA GEMCO WESTINGHOUSE 
TELECHRON HAYWARD 

INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 


fx, HEADQUARTERS 


| 


325 West Madison Street, Chicago 6, Illinois 








Security _ 
Mainsprings 


FOR SWISS WATCHES 


Hand Made * Hand Polished 
Hand Finished 


Recognized as the finest by watchmakers for 
over 30 years. ASK YOUR NEWALL JOBBER 
about Security Mainsprings in the ‘'Card 
Indexed" file cabinet. 


THE NEWALL mec. co. 


Chicago 2, Illinois 














dack T. Goldman & Co. 


29 East Madison Street, Chicago 2, Illinois 
FOR THE LARGEST ASSORTMENT OF 


14K Diamond Earrings & Scarf Pins 


PRICES FROM $15.00 TO $300.00 


Our large stock of earring and 
scarf pin mountings also is 
available to rated jewelers. 


We Welcome Memo Requests 














WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














wiih Cac Tong sof 
Our work costs no more 
than ordinary work @ 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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> Harold E. Hayward, prominent jeweler 
of Oak Park, Ill., will be installed as 
president of the Oak Park Rotary Club on 
July 1. For the past year, Mr. Hayward 
served as chairman of the club’s Golden 
Anniversary Committee which raised $5000 
to furnish three youth rooms at the new 
Oak Park YMCA. Any Chicago Rotarians 
in the vicinity of Oak Park on Wednesdays 
are invited by Mr. Hayward to meet with 
the, Oak Park Club at 12:15 P.M. 

>» The eagerly anticipated 1955 outing of 
the Golden Roosters of Chicago was held 
at Mount Prospect Country Club on June 
21, the longest day of the year. The long 
day allowed the participants ample time 
to enjoy golf, softball, horseshoes, darts, 
etc. A buffet luncheon, an unlimited sup- 
ply of prime ribs of beef at dinner, a long 
list of prizes, and the usual Rooster good 
fellowship were some of the contributing 
factors to a highly successful day. 

> The members of The Chicago Jewelers 
Association are still busily making prepa- 
rations for “the” day ... July 14, the day 
set for their annual golf outing at the 
Elmhurst Country Club. 

> All officers of The Jewelers Association 
of Greater Chicago were held over for 
another term by re-election during the 
annual meeting at the Standard Club on 
June Ist. The members also voted unani- 
mously to support the Capehart Amend- 
ment of the Federal Trade Commission 











CHICAGO 


Act, which permits action against manu. 
facturers and distributors of “Fair Trade” 
products who “wink” at price cutting, 
During the meeting plans were discussed 
and formulated for the fall cooperative ad. 
vertising program. 

» A technical discussion of new develop. 
ments in “The Automatic Wrist Watch” 
was the feature of the regular meeting 
of the Illinois Watchmakers Association 
held on May 17 at the Blue Note. 

>» Gerome Hochberg of Shiman Mfg. Co, 
and Erving Selz of Automatic Chain Co, 
are newly admitted members of Chicago 
Jewelers Club. 

> Miami is a wonderful vacation spot .. , 
ask Robert Crosswhite, buyer for Pakula 
and Co. He has just returned from a 
week’s sojourn. Boating, fishing, basking 
in the state’s most prized possession, and 
in his words, “Doing everything that 
Florida offers!” His enthusiasm may have 
had some effect on Dick First, also of 
Pakula and Co., for he’s now in Miami for 
a two-week stay. 

> $100,000 was the net proceeds of 
the annual fund-raising dinner given by 
the Jewelers Division of the Combined 
Jewish Appeal. The event took place at 
the Morrison Hotel on June 8th. Principal 
speaker, Congressman Emanuel Celler, was 


both enlightening and entertaining. “The 
evening was an outstanding success . . .,” 
says Chairman James Marks of Marks 
Bros. 





CJA RE-ELECTS ALL OFFICERS 


All officers of the Chicago Jewelers Association were re-elected at a dinner-meeting held 


on May 19 at the Palmer House. Chosen to serve another term were, seated, left to right: 
Francis V. Healy, secretary; Marshall Spies, treasurer; James H. Swartchild, president, an 
Alvin Lauschke, vice president. Named as directors were, standing, left to right: Albert H. 
Greene (Longines-Wittnauer Watch Co.); W. E. O'Brien (McGraw Electric Co.); William 
Kaufman (A. Hirsch & Co.); Andrew Rowe (Elgin National Watch Co.); Otto S. Lieberman 
(Stein & Ellbogen Co.); Paul Samuels (Paul H. Samuels, Inc.); and Milton Axelrad (Pakula 
& Co.). D. J. B. Prins (Son & Prins Co.), also a director, was not present when this photo 
was taken. 
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SWARTCHILD MOVES CHICAGO QUARTERS TO NEW SITE 


A move to new and larger quarters was 
made recently by Swartchild & Co., dis- 
tributors of watchmakers’ and jewelers’ 
supplies. The firm’s new Chicago quar- 
ters are in the State-Madison Building, 22 
W. Madison St. 

In the teens of this century, Swartchild 
occupied the entire fourth floor of its 
previous location at 29 E. Madison St. 
When the company’s Chicago office ex- 
panded to both the third and fourth floors, 
it was decided to seek more stream-lined 
quarters. In the new building, all depart- 
ments are on the ninth floor and the total 
occupied space has been increased greatly. 
Warehouse facilities, three times larger 
than before, facilitate the servicing of the 
company’s branches in New York, Dallas, 


Shown here is the modern and inviting en- 
trance to Swartchild's new quarters in the 
State-Madison Building, 22 W. Madison St. 








Atlanta, Boston, Seattle, Denver and Los 
Angeles. 


Among those present at the formal opening 
of Swartchild's new quarters were Dr. 
William Schilling, Swiss Consul General, 
and Othon Goetz, Swiss Vice Consul. They 
are shown above with Tom Sprickman (ex- 
treme left), field merchandising repre- 
sentative for the Watchmakers of Switzer- 
land, and William G. Swartchild, Jr. (ex- 
treme right), executive v. p. of Swartchild 
& Co. 


Swartchild & Co. was founded in 1870 
by Samuel Swartchild, who believed jew- 
elers needed a source of supply specializ- 
ing in watch materials. The company grew 
as the nation grew. Today it is operated 
by the sons and grandsons of the founder. 
Many of the branch managers, salesmen, 
executives and department heads have been 
with the concern from 20 to 50 years. 

The company attributes its growth dur- 
ing the past 85 years to its tradition of 
service and its progressive merchandising 
policy. Its 600 page catalog is claimed 
to be used by members of the trade as 
both an encyclopedia and a source of in- 
formation. 





Seven Chicago Trade Figures 
Taken by Death in Past Months 


During the past two months, the Chicago 
area has suffered the loss of a number of 
its residents who were associated with the 
jewelry industry. Among these are: 

Mrs. Alta V. Land, who, with her hus- 
band and only survivor, Arndt, operated 
the Land Jewelry Co. at Irving Park and 
Elston Ave. for 35 years, died in her home 
on May 11. 

Mrs. Anna Meizenberg, 70, widow of 
Isaac, who with three sons operated the 
Martin Jewelers, 214 S. State St., died in 
her home on May 16, leaving the three 
sons Phil, Dave and Nate Martin, and two 
daughters. 

Arthur Valade, 82, of Kankakee, TIl., 
died May 18. At his retirement in 1953 
he had been employed as a watchmaker 
in Volkmann’s jewelry store in Kankakee 
for 67 years. He is survived by his widow, 
Clara, and two sons, Harold and Louis. 

Nathan D. Berkowitz, 66, of 7620 Essex 
Ave., a precious metal refiner, passed away 
May 22 in Wesley Memorial Hospital. Two 
sons, Albert H. and George J., survive. 
William N. Brooks, 80, a wholesale 
jeweler for 52 years at 31 N. State St., 
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succumbed to a heart attack on May 25. 
Surviving are two daughters and five grand- 
children. 

Joseph Malnekoff, 70, a wholesale dia- 
mond broker and manufacturing jeweler 
at 5 S. Wabash Ave. for 25 years, died of 
a heart attack at home on May 29. Sur- 
vivors include his widow, Eda, three sons, 
two daughters, nine grandchildren, and a 
brother. 

Word was received from Los Angeles 
of the death on May 14 of Mrs. Emma 
Birn Paulson, 75, widow of the late Axel 
Paulson who had been in the wholesale 
jewelry business in Chicago until his re- 
tirement in 1948, when the couple moved 
to California. 


Costume Jewelry to be Shown 
At Paris Fair This Fall 


Over 260 French jewelry manufacturers 
are expected to take part in an exhibition 
of costume jewelry and gift items which 
will be held September 19 to 26 in the 
exhibition hall of the Grands Magasins 
Reaumur in Paris, France. 

The event is sponsored by the Chambre 
Syndicale de la Bijouterie, Orfevrerie Fan- 
taisie, 10, rue Charlot, Paris 3e (costume 
jewelry association). 















JEWELRY DESIGNED 
EXCLUSIVELY FOR YOU, 













Curved to fit fez. Prong set. Rhodium finish. 
Shown No. 786 3%” long, Keystone $6,00 
No. 776 4” long, Keystone $8.00 


Safeguard your business and your profit 
...sell the line that can be only sold 
by you, the jeweler... designed to be 
outstanding in Appearance, Quality 


and Price. Write for Free Folder. 


PINS * NECKLACES * EARRINGS 
EASTERN STAR * CROSSES * JEWELRY 


Design and Production of 
Organizational Jewelry a 
Specialty. Details on request. 
’ a 2508 VINE ST. 
CINCINNATI 19, 0, 
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THE FLINTS @ 210 W. 8th © Kansas City 5, Mo. 














WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, ill. 
Students may enroll at any time of the year 











Tevalah Preventive 
SILVERWARE CHESTS 


Lined with Pacific Silver Cloth. Guaranteed 
fine quality. Prompt Service. Also Pacific 
Cloth rolls & bags 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware protection since 1926 














WRITE FOR OUR NEW CATALOG 
SPECIAL ORDER SPECIALISTS 


WENDELL 


55 EAST WASHINGTON STREET, CHICAGO 2 
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THE GERWE BROWN CO. 
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THE MARK OF FINEST QUALITY 


Will Ecker’s Genuine Engraved 


Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast ° 
to coast. Distinctive order-taking sample 
book furnished to jewelers who can qualify 





in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 


WILL ECKER & CO. 
414 N. TWELFTH BLVD. 
ST. LOUIS 1, MO. 
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Exclusive Distributor of 
“MISS VANITY” JEWELRY 
Our service is beyond 
compare 
Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
325 E. Central Parkway, Cincinnati, Ohie 














Indian Jewelry 


Made by the Hopi, Navajo 
and Zuni Indians. 
Wholesale only. 
INDIAN CRAFTS 


WICKENBURG ARIZONA 











REPAIR SERVICE TO THE TRADE 


for all modern and antique WATCHES, CLOCKS, 
JEWELRY, CAMERAS, BINOCULARS, Etc. 


FAST - DEPENDABLE - INEXPENSIVE 
Request Trade Price List & Free Shipping Labels. 
ONE TRIAL WILL CONVINCE YOU 


MODERN TECHNICAL SUPPLY CO. 
Dept. 6JCK, 55 West 42nd St., New York 36, N. Y. 








HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 
54 years of SERVICE PLUS 

Write for our new 1955 Catalogue 





You Can Buy With Confidence From 
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» Retailers throughout the _ territories 
served by local wholesalers and manufac- 
turers enjoyed excellent graduation and 
June wedding business, according to re- 
ports received here, and it is anticipated 
that the customary mid-summer slump 
will be less noticeable this year. Sales- 
men report that early showings of fall 
and winter lines have been well received 
by retailers, indicating the latter are con- 
fident that business will continue at a 
brisk pace through the late months of 
the year. 

>» More than 100 members and guests of 
the Cincinnati Wholesale & Manufactur- 
ing Jewelers Association enjoyed an an- 
nual picnic on June 14 at the Ryland 
Country Club in nearby Kentucky. The 
program included golf, a softball game 


| and other sports, with a steak dinner be- 


ing served in the early afternoon and a 
buffet luncheon later in the day. Arrange- 
ments were made by the entertainment 
committee, composed of Clarence Loeb, 


| chairman; Wally Miller, vice chairman; 
| Victor Youkilis and J. Paul Knight. 


| } Business trips were made during June 


by Mr. and Mrs. Carl Martin of the B’ 
David Co., manufacturers at 2508 Vine 
St.; William L. Garrett, sales representa- 


| tive for the Harry Greenwold, Wallenstein- 


Mayer Co., wholesalers at 31 E. Fourth 
St.; Ray C. Eibel, president of Klein 
Brothers Co., wholesalers at 626 Vine St., 
who was in Texas, and R. J. Frommeyer, 
treasurer of the firm, in New York City. 


| » One and two week vacations were en- 











joyed in late June and the first week in 
July by employes of Faigle Brothers, 
manufacturers at 12 E. Sixth St.; Reiners- 
man & Hengehold. manufacturers at 606 









CINCINNATI 


Vine St., and Rosfelder Brothers & Co, 
manufacturers at 413 Race St. The Flana. 
gan Kovac Co., wholesalers in the Ep. 
quirer Building, has arranged to stagger 
employe vacations during July. 

» The Frank Herschede Co. observed its 
78th anniversary during early June as ag 
downtown retail jewelry store. The busi. 
ness was founded in 1877 by the late 
Frank Herschede in the former Emery 
Arcade, and the firm since has had four 
presidents and five locations, the last for 
a number of years being at 8 W. Fourth 
St. Mark Herschede, a grandson of the 
founder, is now president. 


dA of jewelry store robberies, 
planned by a trio of tenn-agers, was nipped 
by police when they arrested the group 
when they tried unsuccessfully to break 
into a sporting goods store to get guns 
and ammunition for their proposed ven- 
ture. Police found a list of jewelry stores 
and their addresses on the 16-year-old 
leader of the trio. 


series 


>» Gilbert Faigle, son of Joseph Faigle, 
and a member of the manufacturing firm 
of Joseph Faigle & Sons at 2219 Quebec 
Ave., and Miss Georgette Reckers were 
married on June 4 in St. Patrick’s Church, 
Covington, Ky. The young couple will be 
at home in suburban Delhi Hills. 


>» Among those who attended the 48th an- 
nual convention of the National Whole- 
sale Jewelers Association on June 1-3 at 
the Edgewater Beach Hotel in Chicago 
were Charles K. Stern, vice president of 
the Harry Greenwold, Wallenstein-Mayer 
Co., wholesalers; James Heldman, secre- 
tary of A. G. Schwab & Sons, Inc., whole- 
salers at 229 E. Sixth St., and George E. 





Ohio Jewelry Store Owner 
Opposes Labor Act Changes 
Mrs. Beth Johns, owner of the 
Johns Jewelry Store, in Berea, Ohio, ap- 
peared the Labor Sub-Committee 
in Washington to register her opposition 


Sa iG, 


before 


MRS. BETH 
JOHNS 


Testifies 
at Washington 
Hearing 


to the proposed changes in the Fair Labor 
Standards Act that would give all retail 
store employees a 40-hour week with over- 
time and a minimum wage of 90 cents 
an hour. 

Mrs. Johns was the only jeweler to 
appear before the sub-committee to pro- 
test the changes. She represented the 





Ohio Retail Jewelers Association. 

The jeweler branded the proposed legis- 
lation a “subterfuge” saying that it was 
an attempt “to circumvent our Constitu- 
tion that precludes . . . the Federal Gov- 
ernment from regulating local intra-state 
business.” 

Mrs. Johns said that the type of legis- 
lation that had been suggested standard- 
ized society. “Whether you call it ‘creep- 
ing socialism,’ ‘paternalism’ or what,” she 
said, “it is definitely fixing the economic 
pattern for America.” 

The Ohio jeweler told the sub-committee 
that she believed in profits (“certainly 
you gentlemen will agree there is nothing 
wrong in trying to make a profit”) and 
in hard work (“and since when is work 
so deplorable?”) but she later stated that 
“we are forgetting everything but dollars, 
and dollars alone won’t bring us happiness 
and freedom.” 

Mrs. Johns said that she decried the 
road that the country was travelling these 
days. “This over-emphasis on dollars, dol- 
lars, dollars is materialistic, Marxian 
philosophy lacking only the violent over- 
throw, but nevertheless the materialistic 
philosophy.” 
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Brown and Maury Gerwe of the Gerwe 
Brown Co., wholesalers at 817 Main St. 
> The semi-annual sales meeting of the 
Gerwe Brown Co., wholesalers, will be 
held during the second week in July at 
the company offices, 817 Main St. The an- 
nual picnic for all employes and their 
families will be staged on July 9 at the 
PAT Camp, a few miles up the Ohio River. 
» Officers and committee members of the 
24 Karat Club were guests of President 
H. R. Haerr at his suburban home near 
Loveland, O., on June 29, when plans for 
future club activities were discussed. 

» Lee Welker, a watchmaker who formerly 
operated a retail jewelry store here for 
many years, is now manager of the repair 
department of the Richter Jewelry Co., 
retailers at Sixth & Main Sts. 

p K. Vince Palmer is a new salesman for 
the Gerwe Brown Co., wholesalers, in the 
western Texas area. He succeeds Joseph 
Acker, who resigned. 





Cincinnati RJA Installs 
Karl Wagner as President 


Karl Wagner was installed as president 
of the Greater Cincinnati Retail Jewelers 
Association at a picnic on June 1 at the 


op 


Ba 





Members of the Jewelry Division of the 
Joint Defense Appeal are shown here at 
a recent organizational meeting at the 
Hotel Sheraton-Astor, New York. 

The group discussed plans for the  in- 
dustry-wide drive to help JDA in its effort 
to raise $5,000,000 nationally in 1955 to 
finance the activities of the American Jew- 
ish Committee and the Anti-Defamation 
League of B'nai B'rith. community agen- 
cies with programs combatting bigotry and 
safeguarding human rights. 

Left to right (first row): Phil Skalet 
(Skalet Mfg. Co., Inc.); Jesse Mautner 
(The Mautner Co., Inc.); David Kay 
(Jacoby-Bender, Inc.); S. L. Hecht, (S. 
L. Hecht Co.) ;: Jack Slyper (Hahn-Slyper 
Co.) ; Sidney Singer,. general chairman of 
the JDA Jewelry Division; M. Fred Car- 
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OR ANNUAL JDA 


Elsaesser Farm on Anderson Ferry Road. 
He succeeds Edward L. Spitznagel. 
Other new officers are Adolph G. Simon, 

first vice president; Andrew Hug, second 

vice president, and Jane Kampf, secretary- 
treasurer, re-elected. The directors are 

Joseph Good, Karl Mouch, Peter Bizzarri, 

Kurt Iverson, Edward Drury, Donald 

Moore, Nathan Zeff and Jack Getz. 
Attractive plaques were presented to the 

three past presidents in appreciation for 

their services to the association. They are 

Louis Grassmuck, Mr. Getz and Mr. Spitz- 

nagel. 

Following an elaborate dinner, enter- 
tainment was provided by a group of 
square dancers who perform on the tele- 
vision program sponsored by the Richter 
Jewelry Co., with most of those present 
also participating. The picnic was ar- 
ranged by Mr. Spitznagel and Mr. 
Bizzari. 





Jeweler Tours With Ball Team 


Henry Desjardins, of Beverly, Mass., who 
has sponsored a Little League baseball 
team there, has taken his team—regional 
champs last year—on an extended tour all 
over the New England states. 


3 
‘ . 
go PS ea % s, 


toun (Longines-Wittnauer Watch Co., 
Inc.) ; Jack Low (B. F. Hirsch, Inc.). 
Second row, left to right: Dave Levy 
(Elgin National Watch Co.) ; Sidney Peck 
(Kramer & Cross); Harry Lynn (Fairfax 
Distributing Corp.); Mark Lindenbaum 
(M. Haber, Inc.) ; Stanley Moser (Louis 
Aisenstein & Bros.); Sidney Brownstein 
(Brown & Gravenson); Samson Hittner 
(Bulova Watch Co.); Edward E. Gross 
(Benjamin & Edward J. Gross Co.). 
Third row, left to right: Harry Sutlin 
(Longines-Wittnauer Watch Co.); Benja- 
min Natchez (Finlay-Straus, Inc.); Hy 
Frackman (Harry & Ben Frackman, Inc.). 
The Jewelry Division’s annual dinner for 
JDA will be held at the Hotel Pierre on 
June 22. Guest of honor will be Cecil D. 
Kaufmann of Kay Jewelry Stores, Wash- 
ington, D. C. 











“Honor,” said a great author, “is like 
@ precious stone, the price of which 
is lessened by a single flaw. 


AN AUCTION SERVIC 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


When you bow out of the final picture 
on your business-street by a Faussett 
auction, the glories of a lifetime do not 
just fade away. 


HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH-RESULTS FOR 2% 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP-SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 1932-3 
FOUND IN OUR BOOKLET. 


FOR THOSE WHO CONTEMPLATE 
RETIRING FROM BUSINESS, THE 
YEAR OF 1955 MAY PROVE THE 
BEST OF THE HALF CENTURY FOR 
EXCELLENT RESULTS, GRATIFY- 
ING PRICES, AND A COMPLETE 
CLOSE-OUT OF STOCKS AND FIX- 
TURES. THE ECONOMY OF THE 
NATION WILL BE AT AN ALL 
TIME HIGH ACCORDING TO LEAD- 
ING ECONOMISTS. 


WRITE FOR A LIST OF OUR 
COMPLETE CLOSE - OUTS 
SINCE JANUARY 1955 


“We are,” writes Mr. and Mrs. Don 
Adams buyer of the fixtures at our last 
liquidation at Fairbury, Neb., “having 
so much customer good-will and eager 
response to our reopening of the store 
you closed out, we want you to know 
that we feel you are directly responsible 
for the greater part of this and want 
to thank you for it. You have our deep- 
est gratitude.” 


WE SPECIALIZE IN COMPLETE 
CLOSE OUT SALES OF STOCKS & 
FIXTURES. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 
“SMOOTH AS SATIN" 


* 


New Luster polish will absolutely clean 
the toughest tarnish. 


New Luster retards oxidation remark- 
ably. To renew original luster just wipe 
off with a clean cloth. 


New Luster cleans, protects and resists 
finger marks on Silver, Glass, Copper, 
Brass, Durigold, Steel, Chrome, China. 


New Luster powder attractively pack- 
aged in 5 oz. containers, retails at ‘$1:50. 


Excellent for store use. Will warrant 
your whole-hearted recommendation to 
your trade. 


Generous sample to 
wholesalers. 


Inquiries welcomed from wholesalers. 


EARL L. SMIT 


National Distributor 
315 W. 5th St., Los Angeles 13, Calif. 


retailers and 








GEORGE C. HOUSTON 


National Distributor of 


"LINDE" STAR 


Man-Made 


SAPPHIRES and RUBIES 


Wide selection in stock for 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 S. Hill St. Los Angeles 13, Callf. 








Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 10, N.Y. 
AL. 4-0104 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











MARY RYAN 


oC) COE A - 
ACCESSORIES 


FURNITURE 


GIFT AND ART 
NOVELTIES 


















> Early last month Machado’s Jewelers 
held the grand opening of their new store 
at 1044 Sixth St., Los Banos, Calif. The 
store, formerly located at 636 | St., staged 
the formal opening at the new location on 
June 2 through 4 

> A move to a new location at 120 South 
Brand Blvd., Glendale, Calif., was made 
recently by Yodelis Jewelry. The store, 
owned by Charles A. Yodelis, was formely 
located at 3193 Glendale Blvd., Los 
Angeles. 

> George P. Butcher, well known Fresno 
jeweler, has purchased Colbert’s Jewelry 
Store at 1015 Main St., Delano, Calif. He 
has changed the name of the Delano store 
to Butcher’s Jewelers. 

> Wright’s Jewelry, owned by Mr. and 
Mrs. Franklin Wright, is now located in 
new and modern quarters at 1217 San 
Carlos Ave., San Carlos, Calif. Their 
former address was 600 Laurel Ave., San 
Carlos. 

> Miller’s Jewelry Store, owned by Charles 
E. Miller, Sr. and Jr., has been moved to 
a new location on Traffic Way in Atasca- 
dero, Calif. The store was formerly lo- 
cated on Main St., in Atascadero. 

>» Earl L. Smit, national distributor of New 
Luster silver and metal polish, has ap- 
pointed J. B. Swartsburg as sales repre- 
sentative to contact the wholesale trade in 
the Denver West territory. Swartsburg’s 
offices are in the Metropolitan Building, 
Los Angeles. 

> Three salesmen have been named_ by 


the Wa Wallach Jewelry Mfg. Co. of Los 
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Arrangements for the seventh Western 
Jewelry and Silverware Show, which is to 
be held August 14-17 in Los Angeles, were 
formulated recently by these committee- 
men at a recent meeting at the Los An- 
geles Biltmore. 

Shown left to 
Thomas (Subway Terminal 
Wendell W. White (The 
fornia), and Walter B. Dorrer (Higbee 
and Dorrer), chairman of the committee. 

The show is sponsored by the California 
Retail Jewelers Association and managed 
by the Los Angeles Trade Fair, Inc. 


Martin R. 
Jewelers), 


Ball Co. of Cali- 


right are: 


Angeles to carry both the firm’s large line 
of mountings and the newly-introduced 
Vari-Head interchangeable diamond ring 


mountings. They are: Allen Pinero, Hey. 
worth Building, Chicago, who will cover 
the midwest and the south; Jay Raich, 
Pershing Square Building, Los Angeles, 
and Irving Vederman, 732 Sansom St. 
Philadelphia. 

>» The Southern California Jewelers Golf 
Association held its I. Behrstock Memorial 
Golf Tournament, stag dinner and floor 
show on Wednesday, June 8, at the Fox 


Hills Country Club, Culver City. Honor. 
ing their founder, a perpetual “I. Behr- 


stock” memorial trophy was begun with 
each tournament winner’s name engraved 
on it. The group plans two major golf 
tournaments a year as well as many smaller 
golf outings. Plans are underway to se- 
lect a team to represent the organization 
to challenge other such groups throughout 
California, Oregon and Washington. Bob 
Mendelson, president of the Golf Asso- 
ciation, was in charge of the arrangements 
for the June 8 tournament. 

% The regular meeting of the Jewelers 24 
Karat Club of Southern California was 
scheduled for Tuesday evening, June 14, 
at the Elks Temple. Jules Lindenbaum was 
billed as program chairman with a report 
on the group’s health-accident insurance 
program by J. B. Swartzburg, chairman of 
the committee, slated for the evening. 

> Budd Rosenberg, vice-president of Gens- 
ler-Lee, California chain of diamond stores, 
was elected a director of radio station 
KEAR, San Francisco. It is the only sta- 
tion in northern California devoted exclu- 
sively to classical music and is one of six 
such stations throughout the nation. For 
many years, Mr. Rosenberg had had an 
active interest in both music and art. He 
is also the publicity adviser for the de 
Young Museum Society of San Francisco. 
>» Albert S. Samuels of Samuels Jewelers, 
856 Market St., San Francisco, was re- 
cently appointed a member of the San 
Francisco Welfare Commission. 

> On July 8 through 10, the San Fran- 
cisco Gem and Mineral Society, Inc., will 
be host for the 16th Annual Convention of 
the California Federation of Mineralogical 
Societies, at the Civic Center. 

>» Some 100 jewelry industry members at- 
tended the United Jewish Appeal dinner 
honoring Irving H. Kaufman and Max 
Wolman in May. Pledges of more than 
$45,000 were made toward a year-end 
Jewelry Division goal of $60,000. Wolman 
and Kaufman, who had each served as 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Irenstene Ware IRISH BELLEEK 
JOUN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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chairmen of the Jewelry Division in previ- 
ous campaigns, received a handsomely-in- 
scribed plaque paying tribute to their 
leadership and devotion to Jewish com- 
munity life and to their outstanding hu- 
manitarian deeds. 

» Chang Wen Ti, one of the country’s 
leading experts on jade, spoke before the 
Southern California Guild of the Ameri- 
can Gem Society at their May 17 meeting, 
held at the Los Angeles Athletic Club. 
Mr. Chang discussed jade as the symbol 
of China and also the evaluation and mar- 
keting of this fine gem. President of the 
Chinese Jade Pagoda Co. of Los Angeles, 
he has been in this country for almost 15 
years. He uses both the ancient Chinese 
methods and tools and modern mechanical 
devices in his lapidary work. 


L.A. Mfg. Jirs. Ass'n. 
Re-elects All Officers 


The Manufacturing Jewelers Association 
of Los Angeles unanimously re-elected all 
incumbents at the organization’s annual 
meeting at the Biltmore Hotel recently. 
Officers include: William F. Sebel (W. F. 
Sebel Co., Inc.) as president; Manny Udko 
(L. Udko & Son), vice-president; Francis 
Meyers (J. A. Meyers & Co., Inc.), secre- 
tary; Bernard Glickman (Hollywood Crea- 
tive Jewelers), treasurer; Ben Besbeck 
(Joe & Ben Besbeck), insurance trustee 
and ex-officio member of the board of di- 
rectors which, with the officers named, 
also includes Rudy Apffel (James A. Apffel 
Co.), Isadore Margolin (Star Jewelry Mfg. 
Co.), and Rene Vauges (Rene Vauges 
Co:). 

Devoe Rae, the association’s labor rela- 
tions counsel, spoke briefly on the nature 
of his work and the importance of good 
labor relations. Members paid tribute to 
the memory of the late Gerald Rose, long 
a member of the organization. 


Allied Exhibitors to Sponsor 
Phoenix Souvenir & Gift Show 


Allied Exhibitors, Inc., sponsors of semi- 
annual gift and jewelry shows in Dallas 
and Denver. announced recently that they 
are sponsoring a new show—the Phoenix 
Souvenir & Giftware Show. 

The three-day event will be held at the 
Westward Ho Hotel, Phoenix, Ariz., Octo- 
ber 2, 3 and 4, in the newly constructed 
Thunderbird Ballroom. 

This new show will be an all booth 
affair. Among the items to be featured will 
be souvenirs, giftwares, stationery, leather 
goods, jewelry, novelties, toys, Christmas 
decorations, personal accessories, and spe- 
cialty items of all descriptions. 


Mayor of San Francisco 
Visits New Granat Plant 


_Elmer E. Robinson, mayor of San Fran- 
cisco, paid a visit of inspection recently 
to Granat Bros.’ new street level jewelry 
factory in that city. 

The factory was opened recently in con- 
junction with the celebration of Granat 
Bros.” 50th anniversary. It is unique in 
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its open front design that permits people 
on the street to see into the factory and 
watch jewelry craftsmen at work. 

Mayor Robinson expressed his apprecia- 
tion to Joseph and Leo Granat, co-owners 
of the jewelry firm, for their faith in San 
Francisco over the years. 

“This new plant,” said Mayor Robinson, 
“would be a credit to any city. Joe and 
Leo Granat have been friends of mine for 
years and San Francisco is lucky to have 
such men as citizens.” 

In an informal ceremony on the factory 
floor, Joe and Leo Granat presented the 
Mayor with an engraved gold medal com- 
memorating his visit to the plant and the 
firm’s 50th anniversary. 





San Francisco's Mayor Elmer E. Robinson 

receives an engraved gold medal commemo- 

rating his visit to Granat Bros.’ new plant 

and the firm's 50th anniversary. Left to 

right are Joseph Granat, Mayor Robinson 
and Leo Granat. 
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A pride to own . . . a joy to receive... 
the perfect gift! Available in a wide choice 
of styles and colors . .. E. T. Enamel and 
chrome finish. Every NASH lighter is gift 
packaged! 
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ing action at 
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OLISHING GRAVERS—Should gravers be polished, 
after sharpening, for doing ordinary cutting of in- 
scription work on gold goods? I have heard this argued 
both ways, and would like your advice. (Question No. 
6486) J. H. 


Answer—For practically all of the letter engraving 
customary on gold goods, the cutting edges of the graver 
point should be polished. This produces a bright cut 
that matches the polish on the goods; the job has a more 
finished appearance than if done with a graver left with 
the oilstoned edges. Polishing can be done by rubbing the 
stoned surfaces on 4/0 emery paper glued on a piece of 
plate glass. 


LI TERRY CLOCK—TI saw a wooden-works clock in 

a museum said to be made by Eli Terry, and under- 
stand that the price paid for it was around ten thousand 
dollars. The clock was very crude looking and had no 
case. It was on brackets fastened to wall. I have an Eli 
Terry clock in an oblong case in good condition. Would 
my clock be considered worth anywhere near the value 
mentioned? It is better looking and complete in origi- 
nal case. Please advise me. (Question No. 6487) D. W. 


A nswer—Judging by your descriptions of the two 
clocks, we regret that our opinion will have to be dis- 
appointing to you. No doubt the clock you mention in 
the museum collection, is one made during the earliest 
period of Eli Terry’s career, when he made clocks with 
hand-tools, making only a few each year. so that now 
these clocks are very rare. This was between the years 
1792 and about 1800. Later he adopted water-power 
driven machinery and more or less subdivided labor, 
somewhat on the order of mass-production. During this 
second period, Terry got his production figures up to 
about six thousand clocks per year. Your clock appears 
to be of the type of this period. The result of the large 
numbers of clocks turned out then is that today these 
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clocks are not at all rare, and they are of value accord- 
ingly; many are sold at prices ranging from thirty to 
fifty dollars. The clocks first made by Terry were mostly 
of the type you saw in the museum, used either on wall- 
brackets or in long-case or “grandfather” cases. His 
product during his second period was mostly shelf clocks 
such as yours. 


PRING SUSPENSION—Would it be an advantage to 
replace the cord suspension of the pendulum on an 
old Black Forest clock with a spring suspension? ((Ques- 


tion No. 6488) V. H. 


Answer—Probably not. With a spring suspension, 
more power through the escapement would be needed 
to keep the pendulum in motion, and this would be a 
mechanical disadvantage and have no offsetting advan- 
tage. Generally speaking, the restoration of a timepiece 
should amount to correcting places where wear has oc- 
curred, but not changing features of the original design, 
which may throw the action of the mechanism, as a 
whole, out of balance. 


ESTING MAGNETISM—Is there anything for test- 


ing magnetism in watches that is more accurate than 


a small compass? (Question No. 6489) C. R. 


Answer—Yes; a simple device can easily be made 
that is somewhat more sensitive than most of the small 
compasses much used for this purpose. Take one of the 
glass bottles with straight sides (perfectly cylindrical in 
shape) used for keeping watch-materials in stock. Un- 
ravel a strand from a silk thread or yarn, and cement 
an end of this on the center of the lower end of the cork 
of the vial. Cut a piece of jewelers iron binding-wire. 
about a quarter inch long, and cement this, at its center, 
to the other end of the silk fiber, with shellac. We mean. 
for both fastenings, shellac dissolved in alcohol. The silk 
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AMERICA’S STANDARD % MADE BY AMERICANS 


MOST ECONOMICAL 
OVER THE YEARS 


® 
GREATEST VALUE 
THROUGH THE DAY 


How else can you account 
for the fact that more 
WatchMasters have been 
sold and are being sold than 
all other watch-rating ma- 
chines in the World, com- 


bined? 


American Time Products, Inc. 

580 Fifth Ave., New York 36, N. Y. 
Gentlemen: 

Please arrange a WatchMaster 
demonstration at my bench so that 
| may judge its greater value for 
myself. 


Of course, this request incurs no 
obligation. 




































































































































































































































































fiber should be of a length that will allow the iron wire 
to hang a little above the bottom of the bottle, when the 
cork is pushed home. Holding the bottom of the device 
over the watch balance, the slightest degree of magnetiza- 
tion will be shown by the movement of the iron wire. 
Some watchmakers object that this test is even too sensi- 
tive, reasoning that an amount of magnetism that could 
affect the tester is less than would have any effect on the 
running of the watch. 


_—* PROBLEM—What can I use in my alcohol 
lamp, that will not rust steel that is heated by the 
flame? (Question No. 6490) W. B. 


Answer—Rust is caused by using methyl (“wood”) 
alcohol in the lamp, and is avoided by using ethyl 
(“grain”) alcohol. The latter is so costly that denatured 
alcohols are mostly used, and if denatured by some 
formula containing a minimum amount of wood alcohol, 
such alcohol will cause little if any rust. Consult a drug- 
gist or chemist on what alcohol to buy. 


ARD T-REST—Wouldn’t it be an advantage to 
harden the T-rest on my lathe? It came from the 
factory soft, and the corners of my gravers wear a hollow 


in it, near the left end. (Question No. 6491) B. K. 


Answer—the T-rest is purposely left unhardened, so 
that the bottom corner of the graver will “bite” into this 
soft steel to give the graver leverage under control of 
the hand. In turning, much of the action of a hand-tool 
has to be of the nature of “swinging” the cutting-point. 
If you’d harden your T-rest, instead of swinging, the 
graver would slip on the rest, and not be under control. 


UDGING OLD CLOCKS—For judging old clocks. 
which kind of dials were used earlier, brass with 
silvered circles for numbers, or the kind made of iron 


plates, painted or enameled, with numbers, etc., painted 
on them? (Question No. 6492) L. F. 


A nswer—Assuming that your question refers to long- 
case or “grandfather” clocks, we will state a general rule, 
applicable to clocks made in England and America, that 
a clock with metal-surfaced dial is older than one with 
painted or enameled surface. In this, of course, there is 
an occasional exception; but the rule is quite dependable. 


XIDIZING SILVER—What is best method of oxidiz- 
ing silver? We polished a fine hand-made belt- 
buckle, after soldering, and the owner said we made it 


look cheap. (Question No. 6493) D. K. 


A nswer—The simplest way to oxidize a piece of silver 
work is to immerse it in a solution of liver of sulphur in 
water. Put a lump about the size in diameter of a dime, 
in a half-pint of water, to dissolve. This substance is 
the quickest, easiest and cheapest thing for the purpose; 
although it does have an offensive smell, and you do well 
to do the job out-of-doors. Immerse the work; examine 
it frequently; when black enough, dry the piece; then 
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polish the high-lights, leaving the oxidation in as much 
of the lower parts as looks right. Polishing may be done 
on a jewelers buffing lathe, although a fine-looking job 
is obtainable by dipping the fingers in any abrasive 
powder you have, with water, and rubbing the silver with 
the fingers, and the whole piece over the palm of the 
hand; this hand-polishing can produce a more beautiful 
effect than buffing. 


66 JQ OBERTO” WATCH—Please tell me what you can 

about the age and value of an old watch, which 
has maker’s name “H. Roberto, London,” engraved on 
the top plate, and a number “5965.” (Question No, 
6494) V. F. 


Answer—We find no name “Roberto” on any of our 
lists of London watchmakers of former times; but a num- 
ber named “Roberts,”’ and some “Robert,” are listed, 
We will point out that old engraved inscriptions often 
have a terminal scroll, presumably for ornament, after 
the name; so we suggest that you examine the engraving 
again, and see whether what you took to be a final “o” 
mightn’t be either an ornamental ending, or even an 
“s.” Or send us an exact copy, or a tracing of the en- 
graving for inspection. At the same time, if there are 
hall-marks stamped in the case, send us impressions of 
them, made in hot sealing-wax; and either a complete 
technical description, or photographs, of movement and 
case. In order to judge an old watch, without seeing it, 
we should be sent full data, coming as nearly as can be 
to having the watch itself for examination. 


EMENTING BROKEN AMBER—Please recommend 
a good cement for joining broken pieces of real 


amber. (Question No. 6495) A. S. 


Answer—Boiled linseed oil is as good as some much 
more complicated cements for genuine amber. Carefully 
clean the surfaces where broken; smear them with the 
oil; press firmly together. It is best to bind the parts 
together with iron binding wire, to avoid any separation 
while the cement is hardening, which in ordinary sized 
work would be in 24 hours. 


— CEMENT—For cementing flat brass plate on 
a cement-brass in lathe, to make a clock-wheel, what 
is the strongest cement to use? I tried some of this yel- 
low hard engravers cement, and the brass blank comes 
off, with heavy strain’ put on it. (Question No. 6496) 
7. 


Answer—It might be better for us in answering this, 
had you given a more complete statement of the condi- 
tions, whether you are cutting teeth on this wheel; or 
what the job is; how large the blank is; etc. But gen- 
erally speaking, if no great degree of heat is developed 
in turning or cutting the blank, pure lump or stick shel- 
lac (oriental, of orange color) is about the strongest 
cement to use. If heavy cuts are to be taken, that gen- 
erate much heat, either in turning or cutting teeth, it is 
safer to use soft-solder to hold the blank to the brass. 
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Speidel Employees Ride 
On Television Show Train 


The Speidel Corp. made news recently 
when 78 of its employees rode the first 
“Television Show Train” from Providence 
to New York to see “Caesar’s Hour,” star- 
ring Sid Caesar. Speidel is the sponsor 
of the N.B.C. show. 

The employees, who won the trip at a 
special drawing at the factory, were seated 
in a special “Speidel Block” at the Cen- 
tury Theatre where the show is produced 
each week. 





Shown in the picture are (l-r) Patrick 
B. McGinnis, New Haven R.R. president; 
Charles Spitzer, Speidel’s sales manager; 
Nanette Fabray and Caesar, stars of the 
show; and Harold Rosenquist, Speidel’s 
advertising manager. 


National Tool Company 
Expands Its Facilities 


Samuel Bomes, treasurer and general 
manager of National Tool and Findings 
Co., Inc., 387 Charles Street, Providence, 
R. I., has announced that the firm re- 
cently expanded its facilities from 10,000 
to 19,000 square feet of manufacturing 
space. 

National Tool, in operation for nine 
years, manufactures more than 10,000 
items including jewelry findings, handle 
treatments and locks for ornaments and 
belts. The company also makes brass and 
steel findings for necklaces, earrings, brace- 
lets, brooches, rings, cuff links, specialties 
and ear wires. 


National Silver Company 
Holds Anniversary Sale 


he National Silver Company’s 65th an- 
niversary sale is now in progress to stimu- 
late sales during the months of June, July 
and August. 
This year’s “Band Wagon Promotions” 
include special pricing of merchandise for 
the event. special packaging, displays and 
planned promotions. 


FOR JULY, 1955 





Watchmakers of Switzerland 
To ‘Preview’ Sales Plans 


The Watchmakers of Switzerland have 
announced that jewelers will receive ad- 
vance information concerning the federa- 
tion’s sales plans through a booklet, en- 
titled: “Preview,” to be mailed this month. 

The booklet will cover all phases of 
selling—advertising, merchandising, point- 
of-sale and other promotional plans. This 
year’s campaign will be the eighth in which 
the federation has emphasized the theme: 
“For the gifts you'll give with pride, let 
the jeweler be your guide.” 

The Watchmakers of Switzerland will 
also release detailed plans for “Watch In- 
spection Time” and its “Trade Contest” at 
the NJA convention in Chicago in July 
and the ANRJA convention in New York 
in August. This year, “Inspection Time” 
will be held from September 8 to 17. 


California Football Coach 
Receives Omega Watch Award 


Henry R. (“Red”) Sanders, head foot- 
ball coach at U.C.L.A., received an Omega 
watch in a recent ceremony to mark his 
team’s outstanding record in 1954. Omega 
regional representative Ben Sallan made 
the presentation. All members of the team 
also received Omega watches. 


Kirk's Ltd. Publishes Catalog 
Of Hand-Forged Cutlery Line 


Kirk’s Ltd., 65 West Broadway, New 
York, has announced that the 1955 catalog 
illustrating its line of hand forged and 
hand-finished cutlery is off the press and 
availabie to all jewelers who request it. 

The knives, made in Sheffield, England, 
are made of stainless steel with hand- 
forged blades, hand-honed and edged to 
razor sharpness. 





The catalog features display sets, all 
carrying an unconditional guarantee of fine 
quality. 








U. S. Time Introduces New 
"Davy Crockett’ Wrist Watch 


U. S. Time Corporation, 500 Fifth Ave., 
New York, has introduced a new “Davy 
Crockett” wrist watch as a licensee of the 
Walt Disney Character Merchandising Di- 
vision. 





The photo shows Robert Mohr of U. S. 
Time showing the watch to Fess Parker, 
Disney’s “Davy Crockett,” and Vincent 
Jefferds of the Walt Disney organization. 

The new watch is packaged in an at- 
tractive box showing Parker in his now- 
famous Davy Crockett attire. The watch is 
attached to a replica of the pioneer-day 
powder horn. 


Elgin Develops Display Case 
For Selling By Appointment 


Elgin National Watch Co. has developed 
a new merchandising tool to help the 
jeweler who sells by appointment in a 
potential customer’s home or office. 

It is a small display case, which holds 
five watches, lined with green velvet and 
gray silk. Elgin claims that it is’ particu- 
larly effective as a background for gold 
watches. It is free to jewelers who buy 
any five 14-karat gold “Lord Elgin” or 14- 
karat gold self-winding watches. 


Wife of Bosca Co. Founder 
Returns to Firm's Management 


M. E. Bosca, president of the Hugo 
3osca Co., Springfield, Ohio, has an- 
nounced the return of Mrs. Hugo Bosca, 
wife of the firm’s founder, to active man- 
agement participation. 

Mrs. Bosca will serve as vice-president, 
head of the Product Design Committee and 
manager of the Customer Relations de- 
partment. Her long experience in product 
styling, during the period when she worked 
with her husband in building the firm, is 
expected to further Bosca’s trade follow- 


ing. 
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Omega Watch Ad Campaign 
To Be Biggest Ever 


The most extensive advertising schedule 
in the company’s history for the fall and 
Christmas seasons has been announced by 
Norman M. Morris, Omega president. 

The Omega budget, covering 158 sepa- 
rate insertions in 33 magazines and news- 
paper roto supplements, is running over 
400 per cent ahead of the 1951 figure. 


In the photo, Morris is seen signing the 
schedule as Bernard M. Kliman, advertis- 
ing director, on left, and Al Lewin, presi- 
dent of Lewin, Williams and Saylor, the 
agency, look on. 


Racine Watch Issues Catalog 
Of Timers and Chronographs 


Racine Watch Co., 20 West 47th St., 
New York, manufacturer of timers and 
chronographs, has issued a new catalog 
covering timers, chronographs and special 
time measurement devices. 

The catalog includes many new models 
for every use in sports, science, research 
and industry. It includes a new wrist 
alarm clock, a new ladies’ automatic 
sweep-second model and a ‘new nurses’ 
watch. Available from wholesalers or by 
writing to the firm. 


Salad Season Promotion To Aid 
Holmes & Edwards Silver Sales 


As both bowls and serving pieces are 
vital implements for salad making, the 
Holmes & Edwards Division of Interna- 
tional Silver has tied the two together for 
a salad season promotion. 


For the next several months the company 
will make available a salad serving spoon 
and fork in Holmes and Edwards silver- 
plate and an 11 in. salad bowl. All three 
items will sell for $6.95—-or less than the 
regular retail price of the two silver pieces. 
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Hollandia Company Office 
Opened In Rockefeller Center 


The Hollandia Co., exclusive U. S. dis- 
tributor for Marvin watches, has leased 
space for executive offices in Rockefeller 
Center. The new office, the first ever main- 
tained by Hollandia in New York, is lo- 
cated on the 8th floor of the International 
Building, 630 Fifth Avenue. 


Elgin Creates Motion Display 
For Back to School Promotion 


As part of their “back to school” cam- 
paign this fall, the Elgin National Watch 
Co. has produced a motion display de- 
signed to capture the attention of parents 
and teen-agers. The display features teen- 
agers in cheerleaders’ costumes against a 
stadium background. 


Fe 


SMARTEST TIME FOR SCHOOL! 


7 
The beautiful way to tell time! 


The display is free to dealers who buy 
eight new Elgin watches priced at $50, $55, 
and $69.50. 


Good Response Reported 
For Duet Custom Set 


Herold Kushner, president of Kushner 
& Pines, Inc., 15 West 47th Street, New 
York, reports a lively response to the in- 
troduction of his company’s “Duet Custom 
Set” ring line. 

Kusliner said that jewelers are showing 
interest in the remount sales promotions 
made possible by Duet as an alternative 
to large diamond inventories. He _ said 
that because of an anticipated increase in 
demand he was preparing a dealer-aid pro- 
motion campaign to include radio and TV 
material, mat books and counter displays. 


Feature Ring Campaign 
Announced for Fall 


Henry Peterson, president of the Fea- 
ture Ring Co., has announced that his com- 
pany’s new “Beauti-Glo” settings will be 
introduced by a special fall advertising 
and promotion drive to be spearheaded by 
a half-page insertion in Life magazine. 








Eight Forks or Spoons Offered 
In Oneida Summer Promotion 


1881 Rogers Division of Oneida Ltd, js 
offering eight.iced drink spoons or cock. 
tail forks in the “Proposal” pattern ag g 
summer promotion. 


The sets, which would normally retail 
for $8, will be offered to the consumer at 
$3.95. This special offer will be available 
to dealers until July 31. 


Naomi Publishes Its 1955-56 
Catalog of Ring Findings 

Naomi, Island Park. N. Y., manufacturer 
of “Shure-Fit” ring guards and “Naomi- 
Lok” ring clasps, has published its 1955-56 
findings catalog. 

Jewelers can obtain a free copy through 
the more than 75 Naomi material houses 
or by writing directly to the firm. 


Artcarved Wins First Prize 
In Lithography Competition 

J. R. Wood & Sons Co., 216 East 45th 
St... New York, manufacturer of “Art- 
carved” diamond rings, was awarded First 
Prize in the recent Lithographers Awards 
competition for its vacuum formed counter 
display. 

The display, created by Einson-Freeman 
lithographers, was selected as top entry on 
the basis of (1) art and design (2) ex- 
cellence of reproduction and (3)  fune- 


tionalism. The photo shows Miss Catherine 
Fava, who is in charge of Artcarved’s dis 
plays, looking over the firm’s prize-winning 


exhibit. 
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Bulova Signs Up Bob Hope 

For Summer TV Commercials 
Authorized Bulova dealers will soon be 

use of a series of free television 

als starring comedian Bob Hope. 


making 
commerci 
Three dealer films featuring the new 23- 
jewel Bulova “23” series have been made. 
The films run for two minutes, one minute 
and 20 seconds. 





Gold Filled Jewelry Shown 
in Newsreel Film Release 


According to an announcement by S. L. 
“Bud” Cantor, sales promotion manager 
of the Gold Filled Manufacturers Associa- 
tion, Attleboro, Mass.. gold filled jewelry, 
accessories, and optical frames were shown 
by Universal-International News in_ their 
May 22 release. The sequence, which was 
shot at a Westchester Country Club, was 
seen by audiences in over 7.000 theatres 
in the United States and Canada. 


Keepsake Wedding Ring Sets 
Shown on Revolving Display 


An attractive unit of the “Keepsake” 
wedding ring package is the new Carousel 
wedding ring motion display. The device 
has a reversing action which directs the 
eye to seven sets of rings on two levels. 
The display measures 17 in. high and 15 
in. deep. 





\nother Keepsake display (not shown) 
is designed to show off a total of 31 ring 


boxes, addition to the 


Keepsake Jewelers’ diamond department, 
It Is ol in. wide, 18 in. deep and the cen- 
ter pedestal stands 3°4 in. 


Intended as an 
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purchased 
| would cost $15.45. 





Toastmaster Wins Merit Award 
For Its Trade Advertising 


Toastmaster Products Division of Mce- 
Graw Electric Co., Elgin, Ill., was re- 
cently presented with an award of merit 
by Associated Publications for 
trade advertising which encouraged the 
use of sales promotion aids. 


Business 


The winning ad, in two colors, was cited 
for originality, clarity and powerful head- 
line, 


Flair Pattern Consumer Ads 
To Run in Magazines in July 


To help their dealers. boost summer sales, 
1847 Rogers Bros. is expanding its “Flair” 
pattern consumer advertising campaign in 
July. Two-color pages will appear in the 
July issues of the Ladies Home Journal, 
Better Homes and Gardens, 
and True Confessions. 


True Story 


In a recent television interview, Maggi 


MeNellis, the daytime TV 


of the same name, interviewed the creators 


star of show 
of the Flair pattern. Shown in the picture 
are Miss MecNellis, Walter Morris (center), 
head of the company’s design department, 
and Robert Doerfler, member of the design 
staff who created the pattern. Doerfler 
explained to Miss McNellis some of the 
factors that were taken into consideration 
in the choice of the Flair design. 


Genuine Crowns Now Available 
For Longines-Wittnauer Watches 


The Longines-Wittnauer Watch Co. re- 
cently introduced new autographed crowns 
for its Longines, Wittnauer and LeCoultre 
watches. Longines crowns bear the “Wings 
and Hourglass” symbol, the initial “W” 
appears on Wittnauer while Le- 
Coultre crowns are identified by the “LeC” 
monogram. 

The bench illustrated 
here contains 10 vials with 30 crowns for 
the most popular models of the three 
makes of watch. It is priced at $9.95. If 
separately the 


crowns, 


special cabinet 


same crowns 





New Ronson Displays 
Help Stop Pilfering 


New displays created by Ronson will 
help retailers sell Ronson lighters as gifts 
for Father’s Day, weddings or graduation. 
The full color lithographed displays are 
designed to display selected Ronson light- 
ers in a pilfer-resistant manner. 





The Ronson Corporation has also an- 
nounced the recent acquisition, as a wholly 
owned subsidiary, of Hydraulic Units, Inc., 
Pasadena, Cal., manufacturers of aircraft 
assemblies, as part of the company’s ex- 
pansion program. The new subsidiary will 
be the second airplane parts plant to be 
bought by Ronson. The company already 
owns Ronson’s Air Products Division, New- 


ark, N. J. 


I. Smallman & Sons Introduces 
New Craftsman ‘Presto Purse’ 

I. Smallman & Sons Co., 47 West 34th 
St.. New York, has introduced a new 
Craftsman “Presto Purse” with gold-color 
polished metal bar trim. 





The purse, shown in the photo, features 
the Presto opening for removing bills and 
coins from the outside gusset pocket. It 
has a regular bill compartment, removable 
passes, card pockets and a spare key 
pocket. 


Low-Priced Waterproof Watch 
Introduced for Summer Trade 


Medana has announced that it will in- 
troduce the low-priced “Hudson” watch 
as sales bait for the water-resistant market 
during the summer. Fully guaranteed, it 
will retail for $12.95 and will be distrib- 


uted by Louis Aisenstein, 16 East 40th 


| Street, New York. 
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New Manufacturing Plant 
Is Opened By Anson, Inc. 


Anson Inc., manufacturer of costume 
jewelry, has acquired additional factory 
space at Harborside Park, Washington 
Ave., Providence, a few blocks from the 
firm’s general offices at 24 Baker Street. 


co 
7 
t 


The new one-story building, shown in 
the photo, will add 24,000 square feet of 
manufacturing space. The new building 
will be devoted to operations of the pol- 
ishing, tool, press and drop hammer de- 
partments. 


Gemex Offers New Displays 
For Ladies’ Watchbands 


The Gemex Co. is offering two displays 
to set off a new series of ladies’ watch- 
bands. 


The “Doublet” series, shown here, will 


contain one “Greenbriar” and two “Com- 
pliment” bands, and will consist of a blue 
velvet pad bordered in gold satin. It will 
cost the dealer $21.30 with a retail value 
of $49.95. 

The “Silhouette” display will consist of 
red velvet and white damask. It will con- 
tain one “Honeysuckle” and three “Sil- 
houette” bands. Retailing for $31.80, its 
dealer cost will be $14.40. 


Elgin Watch Will Sponsor 
Edward R. Murrow in Fall 


The Elgin National Watch Co. has an- 
nounced that it will sponsor Edward R. 
Murrow’s award-winning television pro- 
gram, “Person to Person,” on alternate 
weeks this fall. The company will take 
over sponsorship of the program on Sep- 
tember 2. 

Gordon Howard, Elgin’s advertising man- 
ager, said that the company’s switch from 
“The Elgin Hour,” a dramatic show on a 
different network, to “Person to Person” 
would give “greater audience diversifica- 
tion.” 
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Portable Appliance Manager 
Meets With Key Field Men 


Regional managers of portable appli- 
ances for the Westinghouse Electric Ap- 
pliance Division, met recently in Mans- 
field, Ohio, to map sales promotion strategy 
with J. J. Anderson, recently appointed 
portable appliance manager. 


New Crucifix Package 
Developed by Philips 

Philips Manufacturing Co. has created 
a new version of the “Cathedral Box” used 


in displays last year. The new box, illus- 
trated here, is molded in white plastic 


with a gold finish. The twin doors swing 
open to display the crosses and crucifixes 
against a white satin pad and a_back- 
ground of red velvet. Philips has also an- 
nounced the introduction of a new series 
of crosses, one of which is shown in the 
photo. 


Longines-Wittnauer Display 
Promotes Wedding Gift Sales 


The Longines - Wittnauer Watch Co.’s 
three-dimensional display showing a bride 
and groom are now appearing in the win- 
dows of the company’s authorized jewelers 
across the nation. Using the theme: “Give 
to Those You Love,” the displays suggest 


that Longines and Wittnauer watches make 
good gifts for bride and groom, for gradu- 
ates, and to mark an anniversary. 





New Self-Winding Watch 
Is Placed on Market 


The new “Eterna-Matic,” shown in the 
picture, was recently placed on the mar. 


ket to retail at $98.50. Self-winding, with 
a 14-karat gold filled case curved to fit 
the wrist, it has a sweep hand and is 
water-resistant. 


New Traveling Alarm Clock 
Designed for Tourist Appeal 


A new traveling alarm clock, manufac- 
tured by the Semca Clock Co., has been 
placed on the market. When closed the 


clock resembles a miniature suitcase com- 
plete with travel stickers and buckle. It 
comes in red, green, brown, tan and blue, 
and will retail for about $9.95. 


Waterman Offers Retailers 
Written Fair Trade Contract 


According to a recent announcement 
by Robert D. Howse, president, the Water- 
man Pen Co. is the first in the history 
of the pen industry to offer its retailers 
a written fair trade contract designed to 
protect them by maintaining a standard 
price list on all Waterman products sold 
by retailers. 

He added that this step was necessitated 
by the overwhelming dealer and_ public 
acceptance of Waterman C/F (cartridge: 
filled) fountain pen. 

“We hope that this forward step. which 
we are proud to be the first to take, will 
serve as a precedent for other major 
fountain pen companies,” said Howse. 
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News of Personnel 








Sidni Zimmerman, advertising manager 
of the Croton Watch Co., Inc., has an- 
nounced the appointment of Manny 
Bisher as sales manager of the firm. 


a 





E. S$. ROGERS 


MANNY BISHER 


Croton Monnickendam 


Albert Monnickendam, governing di- 
rector ef A. Monnickendam, Ltd. (Lon- 
don), announces the appointment of 
Edward S. Rogers, president of J. Arthur 
Rogers & Son, Chicago, as exclusive sales 
representative in the midwest area for A. 
Monnickendam-New York, Ltd. 


Norman R. Gustafson, formerly of 
E. A. Reynolds Co. of Los Angeles, has 
establihsed himself as a manufacturer’s 
representative in the West Coast territory, 
with headquarters at 3646 Mt. Vernon 
Drive, Los Angeles. Among the lines he 
is showing is that of Carl Art, Inc., Provi- 
dence, manufacturer of Gold Filled and 
sterling silver fashioned jewelry. 


The appointment of Paul G. Garrity 
as district sales manager of the New 
England and eastern New York district 
has been announced by Schick Inc. of 
Stamford, Connecticut. Garrity was for- 
merly with Swank Inc., Attleboro, Mass. 





J. J. SIMONS 


P. G. GARRITY 
Schick Ronson 


Herbert M. Stein, general sales man- 
ager of Ronson Corp., Newark, N. J., has 
announced the appointment of J. J. 
Simons as sales representative for Vir- 
ginia, West Virginia, Maryland and Wash- 
ington, D. C. He has been associated with 
the firm for many years and was formerly 
a sales representative in the mid-western 
States, 


FOR JULY, 1955 

















F. H. Noble & Company, 559 West 59th 
Street, Chicago, II]., has announced the 
appointment of LeRoy E. Mackes as 
sales representative in California, Arizona, 
Colorado, Nevada, Utah and Wyoming. 

Mackes will offer the complete line of 
trophies, medals and charms to dealers in 
the six states and will serve as their fac- 
tory representative. 


Westinghouse Electric Corp. has an- 
nounced the appointment of three men to 
posts in its portable appliance division. 

Robert E. Dodson has been named 
manager of marketing—special accounts. 
W. B. Massenburg, manager of the fan 
department, will add to his duties the 
overall supervision of the vacuum cleaner 
department. M. J. Dunn, former market- 
ing assistant, will serve as manager of the 
vacuum cleaner department. 





a ak 3 a 
W. E. KOCH 


A. D. MASTERS 
Elgin Elgin 


A. L. Rowe, vice president in charge of 
marketing for Elgin National Watch Co. 
has announced the promotion of two of 
A. D. 
Masters, western sales manager, has been 
named to the newly-created position of 
assistant to the vice president in charge 
of marketing. William E. Koch, south- 
western sales representative, has been 
named to succeed Masters as western sales 
manager. Masters has been with Elgin for 
eight years. Koch has been associated 
with the firm for 17 years. 


the firm’s sales representatives. 


Alexander E. Arnstein has announced 
that Jack Nadler has been appointed 
sales representative in the Eastern states 
for Arnstein Bros. & Co., 608 Fifth Ave., 
New York. He was formerly associated 
with Feature Ring Co. 


Cheever, Tweedy & Co., Inc., North 
Attleboro, Mass., has announced the ap- 
pointment of Morty Lewin as sales rep- 
resentative in Pennsylvania, New Jersey, 
New York, Maryland, Delaware and the 
District of Columbia. His office is in Room 
401, 608 Fifth Ave., New York. 








New Tu-Tone Ballpoint Models 
Paper-Mate Pen Introduces 


The Paper-Mate Pen Co., Inc., manu- 
facturers of the Paper-Mate pen, have an- 
nounced the introduction of a new model, 
the Paper-Mate “Tu-Tone.” 





The new pen will feature color combi- 
nations similar to those of the new-model 
automobiles. In addition to 12 different 
color combinations, it will be made of non- 
fading Tenite and will have an improved 
refilling system. It will retail for $1.69. 

The new pens will be packaged in a 
display unit which contains 18 Tu-Tone 
models and six regular Paper-Mates. 


Jewelry Manufacturer Returns 
After Two-Month European Trip 


Jack Pennino, of Pennino Brothers, 38 
West 48th Street, New York, has returned 
to the U. S. after an eight-week trip that 
took him to France, Italy, Spain, Switzer- 
land and Germany where he studied new 
fashion trends in costume jewelry. 

While he was abroad, Pennino reported 
to his home office some European. style 
innovations that he plans to introduce in 
his new line. 


Household Timer Displays 
Distributed By Lux Clock 


The Lux Clock Co., of Waterbury, Conn., 
has announced that a new self-service mer- 
chandise display is being used to help sell 
the Minute Minder, a household timer. 





The displays, which measure 10% in. 
by 15 in., hold six Minute Minders. Mer- 
chandise, display and shipping carton form 
one compact unit. 





167 








































Special Notices 


“Situation Wanted’’—Regular type only $2.00 
first 25 words; additional words, 10 cents per 
word. Heavy type $7.00; additional words 25 
eents per word. 

“Help Wanted’’—*“‘Lines Wanted” and “Side 
Lines”—regular type $4.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$7.00 first 25 words; additional words 25 cents 
per word, 

All other headings—regular type $8.00 first 
25 words; additional words 25 cents per word. 
Heavy type $12.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
‘the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystene 
100 E. 42nd St., New York 17 


Situations Wanted 








HIGH class jewelry repairman and expert 
stone setter, 30 years’ experience; retail 
store preferred. Address “R., 2593,” care 


J C-K. 





WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine re- 
tail store in Midwest. Address “F., 2501," 
care J C-K. 





CERTIFIED Master Watchmaker, 21 
years’ experience; capable of managing 
department; finest references; Midwest 
2 a Address “K., 2564,” care 
Jd CHK. 


DIAMOND buyer, thoroughly experienced 
in loose and mounted diamonds; good 
background, excellent references. Ad- 
dress “L., 2588,” care J C-K. 





WATCHMAKER, 30 years’ experience all 
types of watches; prefers working in 
importing house; foreman experience; 
expert caser and repair man. Address 
“E., 2617,” care J C-K. 





SALESMAN, jewelry; retail; with experi- 
ence and progressive ideas; all around 
man; watchmaker; New York Metro- 
eo" area. Address “E., 2604,” care 
J C-K. 


MANAGER, 25 years’ experience all 
phases credit business with both small 
and large chains, desires connection with 
progressive growing concern or chain. 
Address ‘M., 2566,” care J C-K. 


WATCHMAKER, salesman, ring. sizer, 
capable managing; B.T.S. graduate; 25 
years’ experience; honest, reliable, de- 
pendable; permanent job; best refer- 
ences. Address “S., 2551,” care J C-K. 








HOROLCGY graduate desires experience, 
Willing to learn as junior watchmaker, 
in Chicago; good references, please con- 
tact G. W. Brown, Jr., 202 Colorado 
Ave., Lorain, Ohio. 





JEWELER, with 25 years’ experience as 
a manufacturer, desires position in any 
branch of the busines, an estimator on 
special order work ; New York preferred. 
Address “P., 2568,” care J C-K. 





WATCHMAKER, 18 years’ experience, de- 
sires position with salary plus commis- 
sion; would be interested in leasing 
watch repair department; prefer South- 
west or West. Address “F., 2642,” care 


a - 
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JEWELER, long experience platinum gold 
mountings, models, repairing, special 
order work; aggressive; modern pro- 
duction methods; small shop preferred. 
Address “H., 2503,’’ care J C-K. 





BOOKKEEPER - accountant, credits, col- 
lections, costs, inventory records, and 
every phase of jewelry business, out- 
standing record with leading concerns. 
Address “F., 2425,” care J C-K. 





WATCHMAKER, 17 years’ experience, 
school graduate; finest references; 39 
years old; salary $100 week or per- 
centage with guarantee. Adress “D., 
2122,” care J C=K. 





STONE setter, for plant work; settings 
as hammered-in, burnished-in or point: 
high school and college rings carefully 
set. John McMullen, 15 Hillside Ave., 
Providence, R. I. 





COUNTERMAN;; | successful intensified 
experience diamonds, watches; seeks 
lucrative job Newark, Hoboken, East 
Orange or Elizabeth; highest unit sales 
guaranteed. Address ‘“C., 2602,’’ care 
J C-K. 





WATCHMAKER-foreman, take complete 
charge of watch casing and repair de- 
partment for importer, knows produc- 
tion technique; presently employed by 
New York importer; salary secondary. 
Address “D., 2638,” care J C-K. 


POLISHER, young lady, reliable, com- 
petent, conscientious, experienced in 
diamond rings, stone rings, repairs, 
rhodium plating; desires permanent po- 
sition Manhattan. Address “S., 2594,” 
care J C-K. 


BOOKKEEPER - stenographer - secretary 
(female); capable assistant employer ; 
experienced diamond, jewelry, watch 
lines; assume responsibility; charge 
small office or department; mature. Ad- 
dress “N., 2518,” care J C-K. 





WATCHMAKER several years’ experi- 
ence, light jewelry repairing, plain dia- 
mond setting, assist in sales when nec- 
essary; salary secondary to pleasant 
working conditions. Address ‘N., 2536,” 
care J C-K. 





WATCHMAKER, 10 years’ experience, 
accredited school graduate, 31 years old, 
married, reliable, sober, non-smoker; 
will go anywhere within 60 mile radius 
of Bridgeport, Conn. Address “D., 
2580,’ care J C-K. 





DIAMOND buyer; thoroughly experienced 
in loose goods, and diamond ring lay- 
out work; Knows merchandising and ad- 
ministration, several years’ experience 
with prominent organizations; neat, in- 
telligent, exacting job performance; 
family man. Address “A., 2634,’ care 
J ©. 


WATCHMAKER;; 10 years’ experience at 
bench, buying, selling, wishes position 
in jewelry store whose owner is plan- 
ning to retire; objective to buy or ac- 
quire interest in store later. Address 
“i., 2560,” care J C-K. 





ITSTANDING showroom salesman; 49; 
available wholesalers; importers; dia- 
mond or wedding ring manufacturers; 
national acquaintship rated retailers; 
consider occasional trips. Address “T., 
z0%1, care Jd C-K. 


BOOKKEEPER (female) full charge; ex- 
perienced all phases diamond and pre- 
cious stone office: extremely capable; 
efficient, trustworthy, personable; Man- 
hattan only. Address “A., 2478,” care 
J C-K. 





GENTLEMAN, well known for many 
years among manufacturers of jew- 
elery and silverware; personal con- 
tact with tops using precious metals; 
capable salesman, publicity; refer- 
ences the best. Address “E., 269,” 
care J C-K. 








MANUFACTURER, having sold factory 
after 15 years in own business, desires 
responsible position with large whole. 
sale or manufacturing concern, capable 
of taking charge of entire business op. 
eration, regardless of size. Address “{, 
2624,” care J C-K. : 





ran en 


MANAGER-salesman, age 37, married: 
complete experience all phases manag. 
ing cash and credit jewelry stores; seeks 
position with reputable jewelry concern 
offering permanent position with future: 
prefer South, Southeast. Address “y, 
2633,” care J C-K. 





SALESMAN or manager, thorough knowl. 
edge wholesale and retail of jewelry, 
luggage, appliances, desires connection 
with progressive, growing concern or 
chain; presently employed; married; 
wife may assist: prefer Ohio or Indi- 
ana. Address “E., 2639,’ care J C-K. 





YOUNG executive, thoroughly  experi- 
enced; seeks position with watch and 
clock importer or wholesale jeweler; 
supervise office staff, purchasing, watch 
production, correspondence, credits, bill- 
ing, shipping. Address ‘“G., 2605,” care 
J CK. 





MANAGER - salesman, young executive 
with a flair to successfully run complete 
jewelry store operation, desires con- 
nection with firm of reputation; answer 
me and be assured of a man who ean 
prove results within your organization. 
Address ‘‘M., 2589,’’ care J C-K. 





LOS ANGELES; incomparable retail ex- 
perience, sales-building record with top 
New York and California independent, 
chain, major department stores; buying, 
promotion, managerial; diamonds, 
watches, jewelry, silverware ; recognized 
leader ; $7,500 start. Address ‘‘K., 2610,” 
care J C-K. 





MANAGER-salesman; installment; com- 
plete know how in every operation; 
chain store and single unit experience; 
37 years old; go anywhere, interested 
only in live wire operation that can pay 
top salary; hustler; love the business 
and don’t mind working; presently em- 
ployed. Address “L., 2532,” care J C-K. 





BUYER-merchandiser, age 38, married, 
veteran, ambitious, energetic, presently 
employed with credit jewelry chain or- 
ganization, knows diamonds, jewelry 
and its merchandising, fully conversant 
with complete operation of jewelry busi- 
ness, desires opportunity; finest refer- 
ences. Address “N., 2567,” care J C-K. 





WISCONSIN licensed watchmaker, ex- 
perienced, reliable, light jewelry re- 
pairs, can handle sales, all around man 
in retail store; 32 years old, married; 
good references; must locate in South- 
ern California, family already there, 
health of children important; available 
in August. Address “G., 2619,” care 
J C-K. 


TWENTY-FIVE years’ experience super- 
vising quality repairs; top technical 
ability and training on Vacheron, Patek, 
International, chronographs, ete., all 
types of part duplication; gentleman of 
fine morals, habits and _ education; 
Southern location with quality store 
only; absolute minimum $125. Address 
“B., 2447,” care J C-K 


SKILLED watchmaker, 20 years’ experl- 
ence as first watchmaker; desires per- 
manent position with or without option 
to purchase business later; Bowman 
graduate; experienced on all makes 
watches and clocks; also jewelry repalr- 
ing; references; your reply appreciated 
and held confidential; interview can be 
arranged. Address “R., 2570,” care J 
C-K. 
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RETAIL executive, fully qualified, seek- 
ing a change and interested in joining 
an appreciative and progressive retail 
jewelry chain or individual organization 
seeking a top flight man; have directed 
the sales, purchasing, merchandising, 
advertising, sales promotions, proper 
training and supervision of sales per- 
sonnel for two jewelry chains, each 
doing over two million annually; am 
37 years of age, married, with 18 years 
thorough jewelry installment experience 
with a proven record of accomplishment 
showing the ability to get volume at a 
profit; prefer Hastern location, but may 
eonsider other location only it proposi- 
tion is good; starting salary $15,000. 
Address ‘‘H., 2608,” care J C-K. 
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Lines Wanted 











SALESMAN, wants line of Swiss watches, 
bands, cases, throughout the Midwest; 
aggressive, producer. Address ad, , gee 
2599,” care J C-K. 


SILVER plated, sterling hollowware line 
on representative or jobbers’ basis; 
showroom in 225 Fifth Ave., New York. 
Address “A., 2520,” care J C-K. 





EXPERIENCED salesman, with good 
following and excellent connections, 
is open for a manufacturer’s line 
in gold wedding bands; West Coast. 
Address “_ ahaa care ded C-K. 

SALESMAN, Western territory established 

over 20 years, desires line of platinum 

and gold ring mountings, or cases and 
attac hme nts; highest refe rences. Ad- 

dress “T., 2544,” care J C-K. 





SALESMAN, Southeast; well established 
salesman wants a companion line, 
would consider a well established jew- 
elry or silver line. Address “C., 2499,” 
care J C-K. 


PACIFIC Coast salesman, well stablished, 
desires line of mountings, blank and 
semi mounted for the better stores ; com- 
mission basis only; best of references. 
Address “S., 2543,” care J C-K. 


BALTIMORE and _ Southeast; non-con- 
flicting line with diamond mountings 
and birthstone rings; selling chain jew- 
Iry stores; established following. Ad- 
dress “B., 2614,” care J C-K. 


SALESMAN, 10 years with one concern, 
Wants manufacturer’s line for better 
jewelers in Eastern States on commis- 
sion; only top line will be considered. 
Address “‘N., 2460,” care J C-K. 


SALESMAN, experienced for Mid-West 
territory; reliable with a_ following: 
desires connections for an outstanding 
or major line with reliable firm; can 
furnish first class references. Address 
“J., 2586,” care J C-K. 


Available for interview in New 
York at present, experienced sales- 
man sterling and silver plated ware, 
thoroughly acquainted with the best 
Midwest jewelry and department 
stores; einiien confidential. Address 


_ 2500,” care J C-K. 





— 


may be your man if you want a sales- 
man not just an order taker; have a 
large following of well rated accounts in 
Pennsylvania, New Jersey, Maryland 
and want a top line of rhinestone, filled 
or plated costume jewelry. Address “B., 
2635," care J C-K 


SHORT factory line wanted for San 
Francisco Bay area territory; I am 
calling on better jewelry stores, credit 
Jewelers, department stores; have ex- 
perie nee, nice following and references ; 
commission basis. Address ‘“P., 2627,” 
care J C-K. 


FOR JULY, 1955 


ACTIVE, experienced salesman, Metro- 
politan New York, Jersey, desires strong 
manufactured line silver and jewelry, 
gifts, glass, china, housewares; depart- 
ments, jobbers, retailers; str: vight com- 
mission, no drawing. Address “P., 2511, 
care J C-K. 


MANUFACTURER'S representative, resi- 
dent Los Angeles, graduate A.G.S. call- 
ing on fine jewelry stores with one line 
10 years Denver West, desires additional 
good line, particularly interested in 
platinum mountings or fine jewelry, Ad- 
dress “N., 2380,” care J C-K. 


SALESMAN, § selling to jewelers and 
Wholesale, retail trade for over 15 years, 
interested in connecting with manufac- 
turing firm making fancy rings, fancy 
watches and faney jewelry: I will be in 
New York City about July 20; top ref- 
erences. Address “J., 2622,” care J C-K. 


DIAMONDS; wholesale, loose and mount- 
ed; many years’ experience, highest ref- 
erences; have personally over 400 re- 
tail Southern accounts, plus established 
sales force; present firm has not the 
financial resources to double business 
available in August. Address “‘P., 2534,” 
care J C-K. 


SALESMAN, Atlanta resident, member 
Southern Jewelry Travelers <Associa- 
tion, long experienced selling sterling 
and silver plate, Southern territory, 
interested in one established quality line, 
sterling, silver plate or kindred, to ac- 
company line now carried. Address ‘“N., 
2626,” care J C-K. 


NOW available, sales representative cov- 
ering Washington, Oregon and Idaho, 
desires one other nationally advertised 
jewelry line to sell in conjunction with- 
most highly advertised line of jewelry 
fashion accessories; draw and commis- 
sion basis only; excellent following with 
jewelry and department stores; refer- 
ences furnished upon request. Address 
“S., 2553." care J C-K 








Side Lines 








SIDE line salesman for jewelry boxes and 
displays; liberal commission: sell from 
photographs and few samples; many 
territories open. Address “G., 2643,” 
care J C-K. 


SALESMEN, Southwest and Pacific Coast ; 
well established line of wrist watch 
straps, to wholesalers, material houses, 
watch importers, ete.; excellent oppor- 
tunity. Address “‘G., 2561,” care J C-Kk. 


SALESMAN, with following among bet- 
ter department, jewelry and antique 
stores for line of fine Spanish costume 
jewelry : 15% commission. Devay & Co., 
580 Fifth Ave., New York City. 





SALES representatives to carry fast sell- 
ing, non-competitive imported silver and 
gold jewelry line: commission basis: 
desirable territories still open. Address 
“€., 2516," care J C-K. 

SALESMEN : side line for man or woman 
calling on retail jewelry and gift trade: 
small established specialty, large repeat 
volume ; New York and other territories 
open. Address ‘“H., 2644,” care J C-K. 


SALESMAN, vaio on manufacturing 
jewelers to carry small, but profitable 
14K gold findings line on commission ; 
state lines carried and territory covered. 
Address “R., 2541,” care J C-K. 





WANTED: an sieiautaiinall salesman for 
the Middle West to carry a well made 
and popular priced 14K gold fancy ring 
mounting line; drawing against com- 
mission. Address “D., 2616,” care J C-K. 


SALESMAN with retail eeaiins in Mid- 
west to represent jobber for ladies’ pop- 
ular priced costume jewelry; commis- 
sion basis; give full particulars. Address 
“G., 2584,” care J C-K. 


QUALITY 


SALESMAN, with following reat 


SALESMAN wanted to represent manu- 


SALESMAN, to represent jewelry manu- 
facturer with small line of fast selling 
wedding ring Sets, mountings, fancy 
and pearl rings; high commission basis. 
Address “Y., 2575,” care J C-K. 





SALESMAN wanted, with non-conflict- 
ing line, with following to jobbers, 
to carry complete line of fine qual- 
ity watch attachments, in the Mid- 
west. Address “H., 2562,” care 
J C-K. 





SAL ESMEN old retail Suntne to 
feature full religious jewelry line at 
competitive prices; 12142% straight 
commission; Southwest, Midwest, 
Northwest territories open. Address 


“W., 2442,” care J C-K. 





SALESMAN wanted by manufacturer of 
14K gold fancy ring mountings and pin 
mountings and earring mountings, for 
the Middle West or part of the Middle 
West; drawing against commission. 
Address “‘C., 2615,” care J C-K. 


SALESMAN wanted for small and ex- 
clusive fine 14K and platinum line of 
pearl jewelry by foremost manufacturer 
in this field; to retailers only: now 
open, New York City and Philadelphia. 
Address “E., 2559,” care J C-K.. 


SALESMAN by a manufacturer of a very 


fine line of ladies’ ring mountings and 
mounted; must have a following through 
the Mid-West and part of South; all 
correspondence held strictly ¢ — ntial. 
Address “V., 2573,” care J C-K. 


SALESMAN, having following among bet- 


ter department, specialty and jewelry 
stores, to carry a fine manufacturer's 
rhinestone and pearl line; territories 
New York, New Jersey and Pennsy!l- 
vania. Address “R., 2261," care J C-K. 





leather watch strap line 
now available to ambitious salesmen 
with following among better jewel- 
ers and department stores in Mid- 
west, South, Northwest and Chicago 
area; 15% commission; small line. 


Address “ indie 2629,” care J C-K. 





stores, specialty shops and jewelers: 
quality pearl costume jewelry line and 
French pearls; exclusive New England, 
Washington and Baltimore territories ; 
straight high commission. Address “C., 
eases 


2557,” care J C-K. 





facturer of outstanding popular priced 
line of ladies’ white gold watch cases 
and attachments for diamonds; New 
York and East Coast territory: com- 
mission basis: write giving full details. 
Address “F., 2583,” care J C-K. 





WANTED salesman, with a following of 


better stores, to carry a_ side line; 
small but profitable, of a well known 
men’s stone ring line; sold direct manu- 
facturer to retailer; replies kept con- 





fidential. Address “C., 2195,” care 
J C-K. 
RESIDENT salesmen; calling on retail 


stores; we have an attractive line of 
14K die struck earrings in the antique 
and hoop designs, priced from $6.50-$40 
Keystone; 10% straight commission ; 
non-conflicting lines; state full par- 
ticulars in first letter. Address “N., 
2591,” care J C-K. 








WANTED representative-salesman to sell 


non-conflicting lines in et ene to your 
regular line; German and Japanese im- 
ports; cigarette lighters, expansion 
watch bands, metal jewelry, etc., qual- 
ity goods, prices low; references re- 
quired; commission and bonus. Write 
P. O. Box 29, Perth Amboy, N. J 





(Continued on page 170) 
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SIDE LINES—Continued 








SALESMAN for established territory; 
Greater New York, Long Island, New 
Jersey, Southeastern States also West 
of Denver; exclusive costume jewelry, 
garnet jewelry, all kinds of smoker’s 
articles and other sales tested gift items 
in sterling, gold filled and 14K. <Ad- 
dress “S.W., 2569,” care J C-K. 





SALESMEN, for Middle West, with 
retail following; represent estab- 
lished manufacturer’s line of semi- 
mounted bridal pair samples; pro- 
motion items; gents’ mountings; 
delivery merchandise if desired; ex- 
cellent for profitable small side 
line. Address “T., 2597," care 
J C-K. 





SALESMEN; sterling silver hollowware; 
good opportunity for the right man to 
contact department stores and jewel- 
ers; several choice territories: open; 
give complete details of territory 
covered ; all applications will be held in 
strict confidence. Arrowsmith Silver 
Corporation, 132 West 22nd Street, New 
York 11, New York. 





ESTABLISHED manufacturer seeks sales- 
man with following among jobbers as 
well as jewelry and department stores 
for a sensational new and high quality 
line of men’s sterling tie-bar and cuff- 
link sets; also a staple and well known 
line of 14K gold earring mountings; 
give complete information and territory 
covered. Address ‘“N., 2510,” care 
J C-K. 





SIDE line; eight half-tray, compact 
quick selling ring line; manufac- 
turer to retailer and department 
stores; consisting of ladies’, men’s 
and children’s birthstones and onyx 
rings; ladies’ and gents’ zircon 
rings; wedding rings; commission 
basis, plus bonus; give full particu- 
lars; most territories open. Address 


“M., 2625,” care J C-K. 





SALESMAN wanted with following to 
sell exclusive side line of beautiful 
gold sets, fancy rings and attach- 
ments for well established manu- 
facturer with territories open in 
Virginia, Georgia, North and South 
Carolina and Florida; wonderful 
proposition for right man; give full 
particulars first letter; replies con- 
fidential. Address “L, 2565,’ care 
J C-K. 





SALESMAN, to carry a well known manu- 
facturer’s line of ladies’ mountings, 
wedding rings, lock sets, princess, 
cluster, fancy rings, etc., in gold and 
platinum, to the wholesalers, chain 
stores, and large users; territory New 
York City, Washington, D. C., Balti- 
more, Philadelphia, Boston and New 
Jersey; many active accounts in terri- 
tory ; drawing against commission; give 
full details; replies kept confidential. 
Address “T., 2630,” care J C-K. 





DO you cover retail jewelry stores on a 
national basis; if you are interested in 
increasing your salesmen’s’ earnings, 
and wish to increase your own earnings 
from these men, our non-conflicting gold 
line may be the answer; permanent set- 
up desired by successful manufacturer 
80 years in business who has not used 
retail jewelry store outlets up to now; 
if interested in this opportunity, please 
write immediately; all replies will be 
answered and kept confidential. Ad- 
dress “‘N., 2515,” care J C-K. 
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MONEY-MAKING compact side line, for 
jewelry salesmen with retail following ; 
sell dynamic Vari-Gem gold birthstone 
rings; only ring where retail jeweler 
(in his own store); can interchange 
and reset birthstones in 60 seconds; 
following States are open: Ohio, North 
and South Carolina, Virginia, West Vir- 
gina, Pennsylvania (except Metropolitan 
Philadelphia area), New Jersey, New 
York City, New York State and New 
England area; excellent commission ; 
supply references and experience; con- 
fidential. D. Pfeffer Co., 106 Fulton 
Street, New York City. 








Help Wanted 








WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address ‘“T., 1460,” 
care J C-K. 





JEWELER, some setting and polishing, 
trade shop; write experience, age, sal- 
ary expected. Nelson D. Bowen, 216 
Wall Bldg., Lynchburg, Va. 





GOOD jeweler, who is also able to do 
good stone setting; $2.50 per hour; give 
full information in first letter. Address 
“F., 2548,” care J C-K. 





JEWELER, with practical experience and 
able to take charge of a shop, one with 
qualifications ; state experience in first 
letter. Address “J., 2547,” care J C-K. 


EXPERIENCED jewelry salesman fo, 
one of Connecticut’s leading fing 
jewelry stores; five-day week; state 
all pertinent details. Lux, Bond & 
Green, Inc., 70 Pratt Street, Hart. 
ford, Connecticut. 





SALESMAN, calling on retail jeweler, 
in New England; Admark line of 
Scarab jewelry; established  a¢. 
counts; commission, drawing; full 
details first letter. Admark, 7]4 
Sansom St., Philadelphia 6, Pa, 





SALESMEN, calling on retail jewelers 
in South and Southwest; Admark 
line of Searab jewelry; established 
accounts; commission, drawing; full 
details first letter. Admark, 714 
Sansom St., Philadelphia 6, Pa. 





WANTED, experienced jewelry sales. 
man (diamonds and watches) to 
take charge concession in big de. 
partment store in large Southern 
City; excellent salary plus bonus, 


Address ‘“‘A., 2555,” eare J C-K. 





NATIONAL chain installment jewelry or- 
ganization wants to develop a staff of 
manager-part owners on an interesting 
proposition; no great investment 
needed: for full particulars address 
‘e. 2528,” care J C-K. 





OPPORTUNITY for young aggressive 
salesman with some knowledge of win- 
dow trimming for credit jeweler in 
Southern Ohio; give age and experience; 
confidential. Address ‘“H., 2585,” care 
J ‘Cake. 





SALESMAN knowledge diamonds, to 
travel, with following, good oppor- 
tunity for ambitious, aggressive 
man capable obtaining results. Ad- 
dress “B, 2578,” care J C-K. 





WANTED combination jeweler and 
engraver; air-conditioned shop; ex- 
cellent and congenial working con- 
ditions; located in the South. Ad- 
dress “S., 2513,” care J C-K. 





JEWELER, diamond setter, experi- 
enced; large, well equipped, air- 
conditioned shop; old established 
retail store; permanent employment. 


H. Post & Sons, Decatur, II. 





EXCEPTIONAL opportunity for fully ex- 
perienced credit jewelry store manager ; 
unusual permanenf future, with salary 
plus bonus. Address “N., 2613,” care 
J C-K. 





WANTED; two platinum workers and 
two expert repairmen; good salary and 
steady employment guaranteed; large 
mid-western city. Address “G., 2526,” 
care J C-K. 





SALESMAN wanted for South and South- 
west territory to carry a line of 14K 
gold watch cases, gents’ attachments, 
diamond attachments’ and bracelet 
cases. Address ‘“‘A., 2497,” care J C-K. 





JEWELER; first class experienced jewel- 
er and setter who can produce; some 
light special orders; no polishing is re- 
quired; permanent; Ohio; $2.25 per 
hour. Address “D., 2527,” care J C-K. 





WANTED, salesman for retail jewelry 
store; Midwestern Ohio city; steady 
employment; salary $75 week; give ref- 
erences in reply; no hotshots. Address 
“Pp, 2592," care J C-K. 





WANTED, engraver who can do all sorts 
of engraving; must be excellent me- 
chanic; good salary and steady employ- 
ment guaranteed; large city in mid- 


west. Address “FE., 2525,” care J C-K. 








MANUFACTURER has an opening for a 
good jeweler with 15 or more years’ 
experience; capable of taking charge; 
outstanding position for a capable man; 
give information in detail. Address “Q, 
2550,” care J C-K. 





SALESMAN, to represent a manufactur- 
ing jeweler on a _ commission basis; 
quick selling line of the better quality; 
state territory you cover, also give in- 
formation in detail. Address ‘J., 2549,” 
eare J C-K. 


WATCHMAKER, high grade, able to do 
light jewelry repairing; northeastern 
Pennsylvania cash store; steady work, 
moderate living conditions; give full 
particulars and salary expected. Ad- 
dress “R., 2512,” care J C-K. 








CHINA salesmen: sales representatives 
wanted in major market areas for top 
line English Bone China; showroom 
required ; please furnish full details first 
letter including territory, other lines. 
Address “M., 2507,” care J C-K. 








WATCHMAKER, experienced ; five day 
week; ideal working conditions I 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
J C-K. 





WANTED, first class jewelry and _plat- 
inum polisher, one who can completely 
polish any article made by manufac- 
turing jewelers; good salary and steady 
employment guaranteed ; in a large mid- 
western city. Address “B., 2524,” care 
a Cake. 


WATCHMAKER; permanent position 
for experienced man; ideal work- 
ing conditions with full employee 
benefits; must come well recon 
mended. Wire or write Hillman’s, 
612 Wabash Ave., Terre Haute, 
Ind. 








MANUFACTURING jeweler, top flight 
man in high class retail store ™ 
Southern city; air-conditioned, 
pleasant and permanent; advise 
salary wanted, give full history and 
references: Address “R., 2628, 
eare J C-K. 
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WATCH and clock salesmen with follow- 
ing among retailers, _wanted by im- 
porters of 17 jewel, Swiss watch line 
and clocks (400 day, cuckoo, desk, 
alarm and musical) for the Middle W est 
and Texas, etc. Address “K., 2587,” 
eare J C-K. 





MANAGER wanted for progressive Ashe- 
ville, North Carolina, credit jewelry 
operation; excellent opportunity for 
capable salesman with full knowledge 
of credit operation; give full particulars 
in first letter. Address “C., 2519,” care 
J C-K. 








SALESMAN, with established connec- 
tions to jobbers, chain stores and 
jewelry stores for West Coast and 
South, wanted by large importing 
and manufacturing firms; loose 
stones; excellent chances; write full 
particulars. Address “E., 2582,” 
eare J C-K. 





WATCHMAKER, experienced, perma- 
nent position in air-conditioned store 
for good workman; in Southern city ; 
excellent working conditions; able 
to take charge of department; sal- 
ary $100 week, plus bonus; furnish 
references. Address “V., 2598,” 
care J C-K. 








SALESMAN wanted; excellent oppor- 


tunity for experienced man to rep- 
resent established manufacturer of 
complete line men’s and ladies’ jew- 
elry in gold filled, sterling and karat 
gold; New York City, partial East 
and Midwestern territory. Address 


“F,, 2618,”’ care J C-K. 





WATCHMAKER: a 


rapidly growing 
watch department in high grade store 
requires additional watchmakers; only 
good mechanics thoroughly experienced 
on better grade movements should ap- 
ply; position is absolutely permanent; 
personal interview will be arranged. 


_ M. Meyer, Jeweler, Marion, Ind. 





JEWELRY buyer, as assistant to general 


buyer for credit retail jewelry estab- 
lishment in Detroit, Mich.; permanent 
position; splendid opportunity for ex- 
cellent future; salary $6,000 to $10,- 
000 depending on_ ability: replies 
strictly confidential. Address ‘“V., 2631,” 
care J C-K. 





DIAMOND 


: assorter; leading New York 
City diamond ring manufacturer offers 
good opportunity for an experienced 
male or female to work with diamond 
buyer; must have knowledge of assort- 
Ing and grading diamonds; write full 
particulars which will be kept con- 
fidential. Address “S., 2572,” care J C-K. 





WE have an opening for an experi- 


enced salesman who can develop 
into an assistant manager, or man- 
ager, to work in Atlanta; salary and 
commission, permanent basis; write 
with complete information in first 
letter to Stanley K. Friedman, 
Friedman’s Jewelers, 37 Peachtree 
Street, N.E., Atlanta, Georgia. 








HIGH calibre salesman to call on fine 


jewelry stores with superior quality 
watch; territories open: East, South 
and Middle West; drawing against 
commissions; give full details about 
age, experience and references; our 
men aware of this ad; all replies 
confidential. Address “V., 2596,” 
rare J C-K, 


FOR JULY, 1955 





JEWELRY store manager, experienced in 
retail credit store operation located in 
Detroit, Michigan; must be able to ap- 
prove credit sales, trim windows, and 
supervise staff of five or more people; 
permanent position; salary $6,000 to 
$10,000 depending on ability; replies 
confidential. Address “W., 2632,” care 

C-K. 





SALESMEN for popular price line sterling 
silver baby goods and novelties for Far 


West and Middle West territories; this 
is a growing line and should make an 
excellent side line for salesmen making 
these territories and calling on jewel- 
ers, department stores and wholesalers ; 
commission basis. Address “B., 2521,” 
care J C-K. 





SALESMAN wanted to represent fine gold 
jewelry manufacturer’s line in Chicago 
and Midwest; nationally advertised mer- 
chandise; commission basis only; spe- 


cializing in rings, crosses, all types of 
religious medals, wedding rings and 


diamond mountings, cameo brooches, tie 
bars and cuff links; all 10K and 14K. 
Address “B., 2498,” care J C-K. 





JEWELRY polisher; experienced; 
platinum and gold; old establish- 
ment; centrally located downtown 
Chicago; well equipped shop; 
permanent; maximum salary; over- 
time if desired; excellent working 
conditions; unusual opportunity 
for capable man. Address Circular 
313, Room 1420 Heyworth Bldg., 
Chicago. 


SALES representative wanted by estab- 
lished, highly regarded, jewelry 
manufacturer, to sell outstanding 
wedding rings to better rated retail 
jewelers and department stores; ex- 
perienced, qualified man to cover 
Ohio, Illinois, Indiana, Iowa, Wis- 
consin and Minnesota; give full de- 
tails in first letter; confidential. Ad- 
dress “H., 2621,” care J C-K. 





SALESMAN, calling on better jewelry 
stores and department stores on 
entire East Coast including New 
York City; we are established man- 
ufacturers of a very fine, highly 
styled ladies’ gold jewelry line, con- 
taining cultured pearls, diamonds, 
and genuine stones; only experi- 
enced man_ considered. Address 


“D., 2517,” care J C-K. 





SALESMAN; wonderful opportunity 
in Ohio to increase your earnings; 
old established Ohio jewelry chain 
has opening for two young, 25 to 
44, live wire, retail credit jewelry 
salesmen; good earnings, advance- 
ments and pension plan; _ please 
give full details which will be held 
in strict confidence. Address “R., 


2382,” care J C-K. 





SALESMAN; manufacturer of gold 
and gold filled jewelry celebrating 
its 50th anniversary has established 
territory available; excellent op- 
portunity for high calibre man call- 
ing on better retail jewelers and de- 
partment stores in Kansas, Missouri, 
Iowa; all replies confidential. A & Z 
Chain Co., 116 Chestnut St., Provi- 
dence, R. I. 











COSTUME jewelry; known manufacturer, 


fine costume jewelry, many promotions, 
with active accounts jewelry and spe- 
cialty stores, has opening for resident 
salesmen with following: (1) Southern 
territory; (2) Kansas, Arkansas, Mis- 
souri: (3) Ohio, Michigan; references 
first letter; commission; drawing when 
qualified. Address “K., 2505,” care 
C-K. 





SALESMAN wanted for Southwest by 


nationally known manufacturer of 
diamond ring mountings and en- 
graved wedding rings selling to job- 
bers and chains; we want experi- 
enced man only with established 
following and record of successful 
sales for this important, completely 


merchandised line; replies confi- 
dential. Address “K., 2412,” care 
J C-K. 





MANAGER; for new high volume store 


we intend opening very shortly; 
must be thoroughly experienced in 
every phase of store management; 
if you’re between 35 and 50 and 
looking for a very well paid, per- 
manent, happy association, write in 
confidence at once; we have three 
stores now and growing, growing. 
Ed. Freed, Alpert’s, 111 E, Water 
St., Elmira, N. Y. 





SALESMAN, 


for popular priced line of 
sterling silver hollowware for the South- 
west territory; we have many estab- 
lished customers among the jewelers 
and department stores and are seeking 
a man who is currently making that ter- 
ritory with a companion line; commis- 
sion basis; please furnish all details as 
to background, lines carried, type of 
territory coverage. Address “V., 2546,” 
care J C-K. 





EXCEPTIONAL opportunity; diamond 


ring house, well known to the re- 
tail trade, has an opening for a 
salesman with established following 
in the industrial Midwest territory ; 
we have established trade for many 
years in the territory yielding to 
date $15,000 to $20,000 per annum 
income; liberal commissions and 
liberal drawing against commissions 
to the right man. Address “C., 
2579,” care J C-K. 





FULLY qualified retail executive to 


manage a group of promotional 
jewelry stores in a major city in the 
East; must have a proven record 
of accomplishment showing the 
ability to get volume at a profit; 
the qualified man will have full 
administrative and merchandising 
authority; substantial five figure in- 
come plus liberal profit sharing ar- 
rangement; all replies held in strict- 
est confidence. Address “G., 2502,” 
care J C-K. 





EXPERIENCED man to 


manage good 
size volume store in Southern city of 
over 200,000; must be fully experienced 
in every phase of the installment jewel- 
ry business; we require a go-getter with 
sales consciousness who can spark plug 
a sales force into dynamic action and 
who can promote business with aggres- 
sive advertising; the right man will be 
paid a good salary with a bonus com- 
mensurate with his productiveness; 
write giving full details. Address “J., 


‘ 


2530,” care J C- 





(Continued on page 172) 
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HELP WANTED—Continued 











LOOSE diamond salesman; long estab- 
lished well known diamond cutters 
and importers offer unusual oppor- 
tunity to salesman with established 
following in Chicago and_ other 
major Midwest cities, where we also 
have many accounts; we will turn 
these accounts over to you; liberal 
drawing account against commis- 
sions; reply in complete confidence 
and give business history, when 
available; all our salesmen know 
about this ad. Address “D., 2693,°’ 
eare J C-K. 





DIAMOND ring salesman; we have an 
opportunity for three top-notch 
men with experience and following 
in their respective territories; draw- 
ing account against commission; in 
addition to our powerful diamond 
ring line, we have just added a lock 
set manufactured exclusively by us; 
to the right man, willing to work, 
this is an exceptional opportunity; 
all replies held confidential; our 
men know that some rearrangement 
of territories, including the South, 
is under consideration. Address all 
replies to W. F. Sebel Co., 315 W. 
Fifth St., 10th Floor, Los Angeles, 
Calif., attention of W. F. Sebel per- 
sonally, 








For Sale 


Stores, Stocks and Businesses 








SACRIFICE, established watch materia] 
business, very reasonable. Call Co 7 
2913, New York City, or address ‘“‘A., 
2539,” care J C-K. 





JEWELRY factory for sale; modern 
jewelry factory, very desirable, north 
light on 48th Street, New York City. 
Address “N., 2590,” care J C-K. 





WELL KNOWN store in Southern Cali- 





fornia city of 60,000; same owner 16 
years; nationally advertised brands; 
good lease. Address “K., 2531,” care 
J C-K, 





SMALL 


store; opportunity for watch re- 
pairer ; i 


Southwest Mississippi; about 


$5,000 cash will handle, not counting 
watch materials. Address “J., 2565,” 
apie 


care J C-K. 





FOR SALE; cash jewelry store; will re- 
quire investment of approximately $100,- 
000; good reputation; within °%5 miles 
of New York City; established over 35 
years. Address “V., 2623,” care J C-K. 

SOUTH CAROLINA jewelry _ store, 
population 32,000, established 17 
years; cash and credit store; mod- 
ern fixtures, clean stock; can be 
bought right; other interests. Ad- 

dress “D., 2558,” care J C-K. 





FOR SALE; largest lapidary shop in 
Eastern Pennsylvania, established 
over 24 years; complete stock, fix- 
tures and equipment; want to re- 
tire. Address “P., 2537," care 

J C-K. 














CLOCK watch shop, sales and_ service, 
second floor overlooking one of the main 
streets downtown Denver, Colorado; 
long established, good following; low 
rent: $3,500. Address “B., 2601,” care 
J C-K. 
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MODERN high grade cash store avail- 
able in New York's Mohawk Valley, no 
competition; thriving community with 


large rural draw; all major franchises ; 
flexible inventory and terms arranged. 





Address “R., 2552,” care J C-K. 
FOR SALE, only jewelry store in town 
of Southern Arkansas; 100% location ; 


major lines in jewelry, watches, china, 


crystals; excellent watch repair; low 
rent; bargain. Address “M., 2535,” 


care J C-K. 





CENTRAL Florida retail jewelry and lug- 
gage store, exceptionally clean stock of 
standard brands, top location, lease, 
C.P.A. figures available; reasonable due 
to illness, no brokers. P. O. Box 102, 
Sanford, Fla. 





DIAMOND ring factory, for sale, fully 
equipped with highly desirable mod- 
els; dies; foot presses; drop ham- 
mers, one large rolling mill; GE 
motor automatic starter and other 
fine equipment; please write “A., 
2576,” care J C-K. 


100% business location, established jew- 


elry store; $35,000 to $50,000 yearly 
volume; A-1l reputation: air  condi- 
tioned; Southern Pennsylvania: long 
lease; reasonable rent; nationally ad- 
vertised lines. Address “K., 2253,’ care 


J C-K. 

JEWELRY store Chicago; will sacrifice 
below inventory; well located, 36 foot 
front at good transfer corner; beautiful 


clean stock, profitable cash business; 
repairs last year $16,000; same owner 
since 1929; retiring; $53,000 volume, 


can at least be doubled by credit opera- 
tion; can be purchased wiih or without 
stock. Vogel's, 801 E. 79th St., Chicago 
19, Il. 


JEWELRY store opportunity; illness 
forces sale of 100% location, Mid- 
west, 100,000 population center; 
beautiful, modern, air-conditioned 
store, 10 year lease; $90,000 gross 
sales, credit business could easily 
double; sacrifice for $70,000 the 
actual cost of nationally advertised 
inventory, fixtures; one-half cash 
required; photographs available. 

Address “A., 2600,” care J C-K. 


GOLDEN opportunity; start living again: 
solid investment $50,000 value; will 
sacrifice for $32,500; seven room mod- 
ern brick home, country atmosphere ; 
jewelry store, 12 years, good business 
and reputation, active city, five miles 
from largest air-base in Western Massa- 


chusetts; sold separately, if desired; 
reason, other interests; write only if 
really interested. Address “D., 2637,” 
care J C-K. 


FOR SALE; the biggest little store in 
Central Florida, doing good year around 
business; same location 10 years; (is 
not a pig in the poke) recently re- 
decorated ; all clean merchandise : stock 
reduced for quick sale; fine opportunity 
for watchmaker and wife, more repairs 
than one can handle; $3,500 cash; some 
terms if desired, business will triple in- 
vestment in one year. Address “T., 
2595,” care J C-K. 





For Sale 


Tools, Equipments 








= 





USED tools, benches, lathes, cleaning ma- 
chines, staking tools, ete. R. P. Gallien, 
220 W. Fifth St., Los Angeles 138, Calif. 





ENGRAVING 
block, script, 
new, will sacrifice. 
129 W. 46th St., 
7-7117. 


machine, New Hermes; 
English type, $650 when 
Yormark Watch Co., 
New York City. PL 


JEWELERS’ safes, exact size to fit a 
Holmes cabinet, $190 each; suaranteed 
in perfect condition. Mike Krasilousky 

| 426 Lafayette Ave., Brooklyn 38, N. y. 


9 °°" 


| Sterling 3-7712. 





TOOLS, equipment, 
ing plant, gold, silver, nickel, copper 
hundreds buffs, scratch brushes, sup: 
plies, three new Green rectifiers, bujr- 


complete new plat. 











ers, vats, $3,000; write details. Moses 
George Jewelry, Thibodaux, La. a 


Business Opportunities 











——=) 


EVERY EFFORT is made by The 
ers’ Circular-Keystone to keep its ad. 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. A ininounce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Cireulay- 
Keystone. 


Jewel 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 

ANTHONY J. Gregory, Auctioneer, 

6748 No. Ashland. Br. 4-7363, Chi. 

cago 26, II. 


See page 157, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., How- 


well, Mich. 


RAISE cash immediately through a 
dignified auction sale. Colmes & 
Brill, auctioneers and = appraisers, 
45 W. 45th St., New York; see our 
display ad page 153. 

DON E. KNAPP, specializing in a digni- 
fied and ethical auction service for jew- 


elers. Write or wire, Don E. Knapp, 
1804 Willow Circle, Colorado Springs, 
Colo. 


RAISE ecash; A Miles flat sale guaran- 
tees quick action and cash at a 
profit; sales planned to meet your 
individual needs. Marty Miles Sales, 

| Inc., 711 Texas St., Shreveport, La. 
| Telephone 3-8667. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 

Max Colmes, Room 333, 18 Tre: 

| mont St., Boston, Mass. 


Xue : 
| CASH for your store, regardless of 
| amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 


SAMUEL GANSBURG will buy your sur- 


plus or entire stock and fixtures oF 
estates for cash; my direct outlet en 
ables me to pay you higher prices : bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 
| PARTNER wanted by an established 


manufacturer of a fine line of 14K gold 
rings; must have a strong sales back- 
ground capable of going out and calling 
on trade; small investment required; 
submit complete information, held in 
strictest confidence. Address “W., 2474 
eare J C-K. 
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WISH to purchase complete sterling silver 


MANUFACTURER, in a fine location, is 
ooking for a partner who possesses a 
fine knowledge in the manufacturing of 
the better grade jewelry: now doing a 
very fine business and could be tripled 
in a short time; will require from $75,- 
000 to $100,000. Write in detail in first 
letter; strictly confidential. Address 
“B., 9556,” care J C-K. 


See 

WANT TO SELL out, reduce stock, 
raise cash, ete.; our method of 
conducting flat sales or auctions has 
proven so successful in the past that 
we don’t hesitate to finance an auc- 
tion or flat sale for you; references 
from satisfied jewelers upon request. 
Harry Schechter Sales Service, 2 W. 
47th St., New York 36, N. Y. 


WANT to sell out, raise cash, reduce 
stock. ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and_ trade 
references; for immediate action 
write, wire, telephone, Wilson Sales 
System, 420 Madison Ave., New 
York, Telephone Plaza _ 8-2110- 
PAP 

AFFILIATED auctioneers, 30 years’ 
experience conducting successful 
auctions and promotional sales in 
area from 1000 to 7,000,000 popu- 
lation; most modern methods of ad- 
vertising drawn up to suit your in- 
dividual operation; exploitation 
ideas that create buyers interest; we 
furnish everything; yes, even 
money; best of trade references. Af- 
filiated Auctioneers, 217-02 Jamaica 
Ave., Jamaica, N. Y. 

I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, going-out- 
of-business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business ; all correspondence held in 
strict confidence. Herman Kimmel, 
31 W. 47th St., Suite 901, New 
York, N. Y. 


DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter- 
prises. 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693; 


See page 93 for additional details, 








Wanted to Purchase 








flatware pattern dies. 


flatwa Address “H 
<029,” care J C-K. 


’ 





GE Ta) sal * : e P 
*EM-O-SCOPE or similar diamond viewer 


or diamond. projector; give full par- 
ticulars, price, description, condition, 
ete. Address “C., 2636,” care J C-K. 





FOR JULY, 1955 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 


CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, ete. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Ill. 





ESTABLISHED jewelry store with good 
reputation wanted in medium size town; 
prefer South or Middle West; replies 
strictly confidential. Address ‘“‘F., 2606,” 
care J C-K, 


STERLING silver flatware and standard 
brand watches; immediate payment or 
estimate by return. mail; references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 15 4 
44th Street, New York City. 


JEWELRY store wanted in California; 
must be doing at least $60,000 in town 
of 40 to 60 thousand preferred; please 
state particulars; replies confidential ; 
will see you in August. Address “L., 
2506,” care J C-K. 





WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, ete.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 


$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dunn & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. 





WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels’ for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 108 
Beale Ave., Memphis, Tenn. 











ee 


Watch Work, etc., for 
the Trade 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
3roadway, New York 10, N. Y. 


BOSTON, Mass. ; 






expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 


SPECIALIZING in repairing chronographs 


and all types of watches; all watches 
timed by the Watchmaster; guaranteed 
service. I. Altay, 22 W. 48th St., New 
York 36, N. Y. 





ONE week's service; 


one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
Lowey, 48 W. 48th St., New York 36, 
N. ¥. 


COMPLICATED and plain watch repair- 


ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





RELIABLE dependable guaranteed watch 


and travel clock repairs, chronographs, 
automatics a specialty; prices on re- 
quest. Alfred Schmidt, 88-24 78th 
Street, Woodhaven 21, Long Island, 
N. Y. 





CHRONOGRAPHS cleaned, $6.50, postage 


prepaid; competitive prices on all re- 
pairs on request; Watchmaster timed ; 
week service; year guarantee. Time 
Craftsmen, 35 S. 13th St., Philadelphia 
%, Fa. 


‘y 





WATCH repairing to the trade; 35 years’ 


experience; accurate, prompt service; 
reasonable; can handle one or two new 
accounts; certified master watchmakers ; 
Watchmaster tested. Our Shop The 
Jewelers’ Watchmakers, 20 W. 47 St., 
New York 36, N. Y. Room 800, Ci 6- 
3188. 





MODERN watch repair service ; humidity 


controlled, dust free shop; staff of 
highly qualified experienced repairmen ; 
work electronically timed and adjusted ; 
automatie and chronograph watches our 
specialty; waterproof watches sealed 
in condensation free air; 5-day service ; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Leona Ave., 
Chicago 30, Il. 








Special Order Work and 
Repairs for the Trade 








PHOTCGRAPHY on gold, silver, or piati- 


num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





ENCRUSTING, engraving, drilling; pre- 


cious, semi-precious stones furnished and 
cut; fraternal emblems encrusted ; seals 
engraved; special orders. Harry Braun- 
feld, 108 Fulton St., New York City. 





To Let 





BENCH space to experienced engraver ; 


working agreement with _ trade shop 
located in large Florida city. Address 
“B., 2645,” care J C-K. 





Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 


valuable information for watchmakers 
and students; $1 year: sample copy 
20¢. Dean Co., Box 3218-C, Daytona 
3each, Fla. 
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Synthetic Diamonds Considered in Debate 


At Annual Convention of N.Y. State RJA 


Synthetic diamonds and their effect on 
the gem diamond market was the subject 
of much debate at the annual convention 
of the New York State Retail Jewelers As- 
sociation. The three-day meeting was held 
at the Hotel Statler in Buffalo on May 22 
through 24. 

Sentiment varied during an open forum 
discussion on synthetic diamonds as to 
whether the problem should be ignored 
completely or fought openly. It was the 
general consensus of opinion that man- 
made diamonds may lower esteem for the 
natural gem. 


One jeweler suggested that the trade 
should seek Government action to have 
synthetic diamonds labeled as such. An- 


other said the problem was “years off” and 
that even then those that are produced 
will be used largely for industrial pur- 
poses. 

At another session of the convention, 
a scientist appeared before the jewelers 
and said that no production process for 
these gems devised so far is “economically 
feasible.” The statement was made by Dr. 
Miles J. Martin, manager of research in- 
formation for the General Electric Labora- 
tory in Schenectady, who helped develop 
the first synthetic diamond. 

Dr. Martin emphasized that GE’s much 
publicized project is still “in the research 
stage.” The largest diamond produced by 
GE so far is only about 1 one-hundredth 
carat in weight, he admitted. Dr. 
Martin noted that a stone of this size is 
considerably under the needed for 
milady’s ring, but the small gems are use- 
ful in industrial grinding and_ polishing 
operations. 

“We cannot predict what future research 
will yield,” Dr. Martin told the conven- 
“The initial results are 


of a 


size 


tion. very en- 


couraging and have been successfully re- 
peated several times.” 


i N 





The convention opened Sunday, May 22, 
with a costly display of jewels and valu- 
able art objects, held in the Empire State 
Room of the hotel. The display drew about 
3500 persons during a four-hour period on 
Sunday. The display was sponsored by 
Lucien Piccard; L. & M. Kahn & Co.; 
Harry Gamler, Buffalo jeweler; and Linde 
Air Products Corp. 

The convention proper got underway 
Sunday night with a dinner meeting. In 
a welcome, City Council President Elmer 
F. Lux commended members of the state 
group and the 24-Karat Club of Western 
New York, the host group, for maintaining 
high business standards. He said the jew- 
elry business “is no longer a luxury busi- 
ness—it has items that are a part of every 
American home today.” 


MEYER '‘'MIKE"' 
WILSON 


New President 
of New York 
State Retail 

Jewelers 
Association 





Business sessions got underway Monday 
morning, with J. Francis Thibault of Utica, 
association president, presiding. 

The following are among the speakers 
who addressed the convention: Oscar Kind, 
Jr... president of the American National 
Retail Jewelers Association, “The Retail 
Jewelers’ Problems and What the ANRJA 
is Doing About Them”; Lowell F. Halli- 
gan, vice president of the Hamilton Watch 
Co., “Where Do We Go From Here”; J. 
Leo Dowd, vice president of Castleton 
China, Inc., “Merchandising Fine China in 





The Jewelers 24-Karat Club of Western New York played host to delegates at the annual 
convention of the New York State RJA. Shown here are members of the club who served on 
the convention committee. They are, left to right, at top: Chet McCauley, Dave Arnold, 
Ben Halperin, Leonard Priore, Maurice Tielel and Stanley Dedo. Middle row, left to right: 


Arthur Hoyler, Harry Lippman, Max Sugarman, Max Teibel and Jack Goldstein. 


Lower 


row, left to right: Maurice Fried, Grace Massman, Harry Gamler, Laura O'Grady and 
John O'Dea. 


174 





Jewelry Stores”; and Bernard H. Lefkow, 
ANRJA credit insurance counselor, 
“ANRJA’s Credit Insurance Plan.” 

Monday afternoon was devoted to the 
jewelers’ forum on trade problems. 

At the Tuesday morning session, new 
officers were elected for the coming year, 
They are: President, Meyer (“Mike) Wil. 
son, Scarsdale; Secretary, Boyd Evans, 
Mount Vernon; and Treasurer, Malcolm 
Campbell, Canandaigua. 

Named as vice presidents were: Max 
Teibel, Kenmore; Harry Ingraham, Ba. 
tavia; Robert Johnson, Salamanca; Sher. 
man D. Butler, Elmira; Harry McConnell, 
Geneva; John Baringer, Gloversville; John 
DeVogel, Albany; Thomas Clark, Platts. 
burg, Sam Jacobson and Samuel Steiner, 
New York; Thomas Kavanagh, Jr., New. 


burgh; Lester Beerman, Yonkers: Clar- 
ence Engelbert, Rome; Thomas Murfitt, 


Syracuse; J. Y. Thomson, Alexandria Bay; 
Alfred H. Winston, Herkimer; John TJ, 
Smith, Delhi; E. D. Whitehouse, Norwich: 
Harry Brown, Brooklyn; E. Werner Gross, 
Long Island City, and Ben Spivak, Bay 
Shore. 

Harry Gamler and John O'Dea of Buf. 
falo were co-chairmen of the convention 
which closed with the annual banquet. 


ANRJA Trade Show Exhibitors 


(From page 139) 


Samton,.. BNC. 66. c6.0. eee West Los Angeles, Calif. 
RBI, NO gia suais oialers mare pad Stamford, Conn. 
Schick, Max, Jewelry Co., Inc..New York, N. Y. 
Schless-Harwood Co., Ine. ...New York, N. Y. 
Schwarez, Adolf, & Son, Inc..New York, N. Y. 


Selsi Company, Inc. ........ New York, N. Y. 
Semcea Clock Co., Inc. ...... New York, N. Y. 
Sessions Clock Co., The...... Forestville, Conn. 
Seth Thomas Clocks ........ Thomaston, Conn. 


Sheaffer, W. A., Pen Co.....Ft. Madison, Iowa 
Sheffield Merchandise, Inc. ...New York, N. Y. 


Sheridan. Silver Co., Inc...... Rego Park, N. Y. 
Shiman. Bros. & Co. .... 6. New York, N. Y. 
Shiro Waten, Ine. ....... >. New York, N. Y. 
Silver City Glass Co., Inc...... Meriden, Conn. 
Silvereratt Cos, WNC: 6 s:éecocscreieoe Boston, Mass. 
mimemons, Re Ps, COs cies cece Attleboro, Mass. 
Solow, Harold, & Co. ....... New York, N. Y. 
Speidel Corporation ......... Providence, R. I. 
Stegor Stainless & Silverplate. Providence, R. I. 
Stern & Stern, Inc. .«........... New York, N. Y. 
Stevens, Bart, Corp. ........ New York, N. Y. 
Stief® Company, The ...:...<«. Baltimore, Md. 
Superior Jewelry Co. ........ Philadelphia, Pa. 
Supreme Cutlery Corp. ..... New York, N. Y. 
Surnamer, S. J., Co., Inc. ...New York, N. Y. 
SOU IN ER EO, -4c5,6 a aiarerei sce sie.e-ele New York, N. Y. 
Swift @ Anderson, Inc. ......0 Boston, Mass. 
Sylvette Jewelry, Inc. ....... New York, N. Y. 
Syracuse Ornamental Co., Inc.. New York, N. Y. 
Tanenbaum, B., & Co., Inc....... Buffalo, N. Y. 
Tang, Poilip, CO. i... ss<.66-66< New York, N. Y. 


Thomae, Chas., & Son. Inc....Attleboro, Mass. 
Towle Manufacturing Co...Newburyport, Mass. 


Underwood Corp. 2...666060%3 New York, N. Y. 
United States Time Corporation, 

New York, N. Y. 
U. 8S. Jewelry Coy. ..ecsses ....-Baltimore, Md. 


Vacheron & Constantin-Le Coultre 
NU OS owes caieiw S800,4, Sine ere New York, N. Y. 
Val St. Lambert Crystal ....New York, N. Y. 
Van Dugteren, A. J., & Sons, Inc., 
New York, N. Y. 
Victorian Jewelers .......... New York, N. Y. 
WGUIWGR, DINO. 6. 6:6:0.0) <8 6-004 ws 008 New York, N. Y. 


Wallace, R., & Sons Mfg. Co., 
Wallingford, Conn. 


Waltham Watch Co. ......... Waltham, Mass. 
Watchmakers of Switzerland.New York, N. Y. 
Waterman Pen Co., Inc....... Seymour, Conn. 
Wefferling, Berry & Co. ....... Newark, N. J. 
VUE CIOS vag sc raiiaic ese b-Scxcorcreusiovesmccornens La Salle, Hl. 


Whiting, Frank M., & Co. ....Meriden, Conn. 


Wilson Specialties Co., Inc...Rego Park, N. Y. 
WEAMOTO: TRO. 6iiicc 6s seaeeees New York, N. Y. 
Winston, Harry, Inc. ........ New York, N. Y. 
Winton Watch Co., Inc. ..... New York, N. Y. 
Wood, J. R., & Sons, Ine. ...New York, N. Y. 
Zinovoy Originals, Inc. ...... New York, N. Y. 
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Abrahams, Raymond 
Acon Watch Crown Co. 


Airborne Medallion Cok. .< coc ees is 
American Time Products, Inc. 

Antin’s oe ah eek de alia dat - 

Arch Crown Tas, Inc. 

Aristo Import Co. Prerrer er nce ee 
Arlen Trophy Co. ......+.- 

Armburst Chain Co. «2... sees ees 
Arnstein, Walter ee ee oe ee 
Arrow Manufacturing Co. ........ 


Associated Jewelry & Variety Show 
Attleboro Printing & Embossing Co. 
Automatic Chain Co. .. 

Axel Brothers, Inc. ............. 


Baker & Co., Ine. . fs 
Ballou, B. A., & Co., Ine. ..... 
Barrows, H. F., Co., Ine. 

3aumgold Brothers, Inc. 

Beattie Jet Products, Inc. ........ 


Becker-Heckman Co. Sepia seceareaara 


Borgfeldt, Geo., Corporation 
Borrelli, L., Corp. 
Bowman Technical School 


ae IN SOE Sere eexs 

Box “N., 314” % P 
Bradley ‘Time CORP. 1c. cw) Kees oes 
Bradley University pavcigdaly eee neta 
Braunfeld, Harry ..... : 


Brett, Helen, Trade Shows, Ine. ..120, 121 


Bridal Ring Co., Ine. 6c 
Brodegaard, R. F., & Co., Inc. 


Budlong, Docherty, & Armstrong, Ine. 


Cc 
Camden Fiall, EMG. «¢.<<s0 = 
Car-Art, Ee. «i Broieticn dacere wens 
Catamore Jewelry: Coe .... «seco 
Censure Bros. & Rosenblum ........ 
Church & Co. ee oe re near 
Coehler, Henry, Co., Ime. occ. sce 


Cohen, A., & Sons Corp. 
Colmes & Brill, Inc. 


Cooper, Jos. B.. @ Sons, Ine: .. 6c 


Cooper’s Watch Repair Co. 
Copeland & Thompson, Inc. 
Courtney, John J., & Co. 


Mewes. lr), Cty os Soin eee ae 
Davidson & Sons Jewelry Co., Ine. 
DeBeers Consolidated Mines, Ltd. 
Dennison Manufacturing Co. ...... 
Designs Technique 


E 
Ecker, Will, & Co. . ne ‘ 
Elgin National Watch Co. ..... ee 
Eterna Watch Co. of America, Inc... 
Eureka Mfg. Co. OC IE ee 150, 
Fe 
Facet Jewelry Co. ........ 
Fantasy of Jewels ............ 
Paussett, Thomas J. .<....<<.. 


Feature Ring Co. 
Felsenfeld, Jack J. 


RISHGRs ABs. NN Ba Os» s,s 0iesih abo a Waceies 
Flex-Let Corporation ..........0.e« 


Flints, The 
Fondeville & Co., Inc. ......... 
Forstner Chain Corp. ........... 
Fostoria Glass Co. .......sse0> 
Frankart, Ine. 


PCC BLVENIE S ics cics-o ws Cola acwre ow cela 
Priedmian, FSlOre . «6.01 ocewe eles 


FOR JULY, 1955 


Croton Watch Co., Ine. eerereer| a SP 


INDEX TO ADVERTISEMENTS 


G 
General Plate Div. Metals & Control 
CORTE. .665.u ae ° 
Gense Import, Ltd. ........ 
Gerwe Brown Co. 2.2.26 ..860. 
Goldenstein, Joachim ........ 


Goldman, Jack T., & Co. 
Goldner Associates 
Goldstein-Gerson Co. 
Goodman, Julius, & Son 
Gordon Bros. 
Gottsmann, W. 


Co. ere Gielen ks 
Gruen Wateh Co. ..... css. 
G&S Manufacturing Co. 


Hagn, Jos., Co. 
Hamilton Watch Co. 


Pari, TRACT. 1k ss cedcinceess 
Pravilnme G&-OCOe cdc che cckcedc 


Hertel, Wm., Co., Ine. 
Heyman, Cscar, & Bros. 
Hollandia Co., Ine. 


Holmes & Edwards...Inside Front Cover 


Houston, George C. 


Imperial Pearl Syndicate, Inc. 
Incabloc Corp. 

BG.  OCRARIS: ok ee cies Ses wa 
Integrity Diamond Rings 
International Nickel Co. 


International Silver Co., Inside 
& Inside Back Covers 


Irons & Russell Co. 


Jacobs, D., Sons Co. 


Jewelers Acceptance Corp. 


Jewelry and Cutlery Novelty Co. 


J.M.S. Jewelry Mfg. Co. 


K 


Kaley, 2a i Ces oviccnceceewns 


Karlan & Bleicher, Ine. 


Kastenhuber & Lehrfeld, Inc. ....... 
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A Bicycle Built For More Than Two 


As George Gobel says, “you can’t hardly find them 
no more.” We refer to three-seated tandem bicycles like 
we picture on our cover this month. 

In our search to locate one for photographing, we 
called the Bicycle Institute of America, who suggested 
2 rental services as sources. Neither one had a tandem 
with more than two seats. 

Calls to a bicycle manufacturer brought forth the fact 
that no American concern presently makes them. We 
finally found our pictured “pride of a by-gone era” in 
the New York store of J. AUG, “the Oldest Bicycle 
Establishment in America, founded in 1872.” And that 
was that. 

We have not related this to impress you with the 
tenacity of our Art Director, but rather to point up the 
fact that the equipment required by people who want 
to work together is not always evident—or easy to come 
by. 

When we, in the series of articles in this issue, advo- 
cate that jewelers pull together with other jewelers in 
a town, in a common local interest toward a common 
local goal, we know that the “equipment” for such co- 
operative effort may not be immediately accessible. But, 
it does exist, somewhere in the hearts of any group of 
jewelers—whose minds recognize the wisdom of allying 
themselves—and whose eyes are raised to the wide hori- 
zons toward which our country and industry are heading. 

True, some of the jewelers in a town may not want to 
come along with the majority on the first “expedition.” 
They may choose to stay where they are and play dog-eat- 
dog. 

However, the monotony of that diet is only equalled 
by the loneliness of such existence. In time, even these 
jewelers will seek the company of the progressive group 
whose intelligence and actions have proved that, in the 
continuing battle for survival against the hard-hitting 
competition of other industries, “The Jeweler is The 
Jeweler’s Best Ally.” 


Ged Ga ZBareluaiionss. 





They Wanted to Buy But Couldn't 


I'rom time to time we have presented here exampies 
of how retail sales opportunities have been muffed by 
poor management policies or by the perfunctory attitude 
of sales clerks. 

These have appeared under the heading, “It Couldn’t 
Could It?” To these let us add 


the following conclusions; reached as the result of re. 


Happen in Your Store 





search by students of the Bernard M. Baruch School 
of Business of City College of New York. 

Their study revealed that two-thirds of the customers 
leaving a department store, without having made a pur. 
chase, had tried to buy something but had become frus- 
trated in attempting to do so. Seventy per cent of these 
non-buyers said that the store did not have the merchan- 
dise they wanted. In over 20 per cent of the cases, the 
store failed in some area of service, and in the rest of 
the cases, the store failed to overcome customer inertia. 

And don’t think that only sales were lost. Store prestige 
suffered, too, for, one-third of those who failed to make 
a purchase felt that the store was at fault. 

This doesn’t happen only in department stores. Did 
it ever occur to you that everybody who comes into a 
jewelry store comes in to buy? 


Just What Is a "Gimmick?" 


Gimmick is a slang word. A gimmick is a secret 
device by which a grifter controls the mechanism of a 
prize wheel. A gimmick is anything tricky. A gimmick 
is any small device used secretly by a magician in pet- 
forming a trick. That is a gimmick as defined by Web- 
ster. It is an unsavory word. As such, it certainly has no 
place in the merchandising vocabulary of the jewelry 
trade—any more than the trade should have any use 
for a device of which this word is truly descriptive. 





Editor 
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Theres no sale 
like an 


M | 1847 ROGERS BROS 
FALL SILVER SALE 





The most successful silverware promotion ever 
will be back again! 


Remember 1847 Rogers Bros. September So, before you put pencil to paper in planning 
Silver Sale in *53? your fall buying and promotion calendar, be 

It sold more silverware than any event ever sure to see your 1847 Rogers Bros. representa- 
before staged in the industry! tive (or Approved Wholesale Distributor) firsé: 

What did it? The combination ot a really big 
silverware value for customers and the name 
that means more in silverplate than any other 
—1847 Rogers Bros. 

This year’s FALL SILVER SALE (starting 
September 11) will offer another whale of a 1847 ROGERS BROS. 
bargain for your customers and can be a king-size America’s Finest Silverplate 
profit-maker for you this coming season. Made only by The International Silver Company, Meriden, Conn. 
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A brilliant new pattern breaks across the 
boundaries of both modern and traditional. . . 





today’s look in fine silverware 


Community* brings you another great pattern... Your customers will first see “Twilight” next 
another sure sales success! Forneverbeforehasa month! In full-page, full-color magazine adver- 
pattern like “Twilight” been made in fine silver- _ tisements! Plus coast-to-coast TV ... special in- 
plate. Here is graceful symmetry...richsimplicity  troductory offers . . . new-design drawer chest. 


of design . . . gently soaring handles—in time- Place your order for Twilight* now . . . in time 
less good taste. for the coming sales excitement! 


ONEIDA LTD. SILVERSMITHS 





*TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y 








